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Who else reaches the heart of America with this rich, joyful, throbbing 
beat? Who else sells with such a solid, swinging sound on a million Main 
Streets, a million times a day? Only Radio creates this rhythmic impact 
and only Spot Radio lets you choose time and place to match it. 

KOB Albuquerque WINZ Miami WRNL Richmond 

WSB Atlanta WISN Milwaukee KCRA Sacramento 

WGR Buffalo KSTP Minneapolis-St. Paul WOAI San Antonio 

WGN Chicago WTAR Norfolk-Newport News KFMB San Diego 
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"next to KONO-tv. . . 




KONO-TV (ABC) outsells the rest because it reaches the most with 37.8 Share of 
Audience 9 A.M. -Midnight Sunday through Saturday . . . against 33.2 
and 29.0 . . . according to November '60 San Antonio ARB 

Get the "Inside Story" on San Anfoni'o Television 

Represented by the Katz Agency 
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fife 2 nd ? 



Just as important as one's 2nd shoe is 
Michigan's 2nd TV market ... that rich 
industrial outstate area made up of 
LANSING-FLINT- JACKSON and 20 
populous cities . . . 3,000,000 potential 
customers . . . 684,200 TV homes (ARB 
March '60) . . . served exclusively by 
WJIM-TV for 10 years. 



WJ I M -TV 



Strategically located to exclusively servo LANSING . . . FLINT. JACKSON 
BASIC^^^^ Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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BALANCED 



MING . . . 




MEANS 
LISTENER 
LOYALTY 



. . . and 30 years af KTRH 
programming has devel- 
oped a pattern of listener 
loyalty blanketing over 80 
counties, serving aver 
1,087,100 radio households 
and extending over 60,000 
square miles. Compre- 
hensive news reporting, 
tasteful music, sparts, farm 
information and variety 
give KTRH the papular bal- 
anced programming that 
benefits aver four million 
people. 
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DIGEST OF ARTICLES 

SAC, AFTRA, and tv ad costs 

37 si'ovsoii presenls, as a service to the indu»tr\, a -pecial three-part study 
on tv'* most complex and misunderstood problems — union negotiations 

How Pepsi's web umbrella works 

40 Soft drink advertiser pours majority of $12 million national budget 
into network radio tv: expects to elicit $22 million bottler response 

Radio spot reach tough to gauge 

42 I >ast experience and a feel for the market play an important part in 
many agency spot radio decisions: more qualitative research is urged 

Judges set for Tv Commercials Festival 

44 John Cunningham is chairman of expanded Tv Commercials Council: 
entries close 1 March; winners to he shown 4 May in New York City 

Johnson's wax: the radio years 

46 First story in two-part series chronicle-, company's cautious entry in 
radio and its long association with the Tihher \lcGee and Molly' show 

What makes a plus television market? 

48 Certain I . S. markets -land out in ability to attract spot tv hu-incss 
out of proportion to their market *i/e. \n example: Oklahoma City 

Car study dramatizes spot tv's long arm 

49 TvlS analysis of Rambler and l'ontiae schedules in the New York market 
shows one hit y8 r r of homes in four weeks, other TO^c in one day |ti 
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Henxarkable 

ROCKFORD 

$ 

STIR 
UP 
SALES 

BUY : " 
WREX-TV 

THE 
HOT 
BUY 
EVERY 
MONTH 



YOUR 

MIX 




GET THE FACTS 

FROM OUR 
PERSPIRING REPS 



H-R IEIEVISION.INC. 




WTRF-TV SSE 




T. R. Effi< 



AT A MASQUERADE BALL, the 
'o ing matron won first prize 
for the cleverest costume. She 
wore a maternity jacket over 
her dress and on her back the 
sign: I should have danced all 
mght. 

wtrf-tv Wheeling 

REPORTER INTERVIEWING 1CM YEAR OLD 
MAN asked him what he (height was the 
secret ot his longevity. "Toadstools." replied 
the man confidently. "Toadstools? How is 
that, sir'" asked the reporter. ' Never ate 
them." was the oldsters reply. 

Wheeling wtrf-tv 

ALE MANAGER NEED SMITH C AYS: "If 
you're going to borrow sugar from y< ur neigh- 
bor, be sure it's in a cup." 

wlrf-tv Wheeling 

IMPRF S YOU WITH OUR CALL LETTER-"' 
WTReFfecTiVe? It sure is 1 Regardless of how 
we get them across, our call letters assure 
you sales, service and results in the Wheeling- 
Steubenville Industrial Ohio Valley. Just ask 
Hollingbery. 

Wheeling wtrf-tv 

RETURNING FROf.* HIS NBC FIRST PRIZE HOL- 
LYWOOD TRIP, )im Krnght (WTRF-TV's promo- 
tion man) wrote that he stopped off at Las 
Vegas for the "chef's tour": baked in the sun, 
stewed at the bar, and burned at the black- 
iack table 

wtrf-tv Wheeling 

WE DO IT FROM WHEELING We dominate 
#34 on the agency L st of Top 100 U. S. TV 
Markets Want a copy of the list? Just ask 
George P. Hollingbery or write to us. 



NEWSMAKER 

of the week 



The new generation is moving up fast with one of advertis 
ing's oldest patrons, General Mills in Minneapolis. The 
Mills, long a broadcast pioneer, has a staff of key men con 
sidered among the top management ad pros. Last week, the 
newest took over as Jerry Souers became director of media 
and shows. His new media manager: Cordon D. Morrison 

The newsmaker: Jerry Souers, whose real name is Mars 
jail Ankeny Souers and who credits his '"Jr." status as leading to the 
nickname of Jerry, was 40 years old in December. He's been a 
media and marketing man since graduation from Dartmouth in 
1912 except for a four and one-half year stint with the Army, from 
which he was discharged as a captain. 

His new role is to watchdog, coordinate and negotiate for the 
Mills media investments, currently running at the rate of more than 
$30 million annually with approx- 
imately GO^f of this in broadcast 
and the remainder in print. Much 
of the air budget goes to pro- 
grams, of which the Mills current- 
ly has 2"> on tv (including three 
specials and football). 

Souers' job, as he outlined it to 
SI'oNsoh: to centrally control and 
coordinate campaigns for the cor- 
poration, working with recom- 
mendations and projects of four 
agencies (15BDO. DFS, New York; 
Tatham - Laird, Chicago: Knox- 
Ree\es, Minneapolis); to handle 
other contact work, with several annual trips East and West; to 
bring together Mills marketing strategists with agency planners in 
terms of program planning; to make cohesive and complementary 
the various interests of the products (baking mixes, flour, pet food 
cereal) . 

lie's already immersed in fall net tv plans and will hear all 
agency recommendations by the end of next month for an October 
start. 

Jerry Souers has been with the Mills for five and one-half years 
starting in 1955 as product supervisor of baking mixes, then as a 
manager of Betty Crocker mixes. A move to assistant to the general 
manager of the grocery products division led in 1959 to a post as 
manager of broadcast media and shows. 

Souers bad worked previously at Winter Advertising. Des Moines 
(his home town), and at Better Homes & Gardens as — variously— 
assistant merchandising manager, assistant book editor and assis 
taut building editor. He lives in Minnetonka Village, a Minne 
apolis suburb. 




Jerry Souers 



CHANNEL |SB WHEELING, 
SEVEN CT WEST VIRGINIA 
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Nielsen Station Index now measures tv viewing 
of all stations in U. S, ~ 



NSI reports tv use seasonally... market by market... station by 
station. ..with time-period totals, ratings, audience composition, 
and other significant performance data. 

Launched in 1954 in only a handful of major markets, NSI now measures 
continental U.S. in its entirety. So comprehensive is today's NSI service 
that it warrants its own Directory of Tv Stations and Cities. 



CUlES 



> 



This brand-new reference cross-indexes more than 560 U.S. tv stations 
now in operation, their 300 home cities, and the 200 NSI Report books 
in which the station audiences are reported. 

NSI/J the only validated source of station audience facts. 
In addition, it is the most complete and comprehensive 
audience measurement service... 

p/uuuduuf neliable UtfotfsncUio+i jjoA. ItAoadcait culu&diluuf, decilio+tl 



Ask for your 
complimentary copy 

of NSI Directory 
of Tv Stations and Cities 



Nielsen Station index 

a service of A. C. Nielsen Company 

2101 Howard Street, Chicago 45, Illinois • HOIIycourt 5-4400 

NSI is a Registered Service Mark ot the A. C. Nielsen Company. 



FOR ALL THE FACTS 

CALL . . . WIRE ... OR WRITE TODAY 

CHICAGO 1. ILLINOIS 

360 N. Michigan Ave., FRanklin 2-3810 

NEW YORK 22, NEW YORK 

575 Lexington Ave., MUrray Hill 8-1020 

MENLO PARK, CALIFORNIA 

70 Willow Road, DAvenport 1-7700 icm 
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ACCEPTANCE 

...greatest ever! 

Now more than ever, WCCO Radio delivers more 
listeners than all other Minneapolis-St. Paul stations combined! 

A record -shattering 62.1% share of audience in the latest 
Nielsen Station Index. This is the greatest share ever recorded 
since Nielsen began measuring the market. Dramatic 
proof that WCCO Radio's acceptance is now the greatest ever! 

Capturing the loyalty of 1,022,610 radio families in a 
114-county basic service area, WCCO Radio also 
delivers the lowest cost per thousand . . . less than one-third 
the average cost of all other Twin Cities stations. 
It's a solid mark of solid acceptance . . . the powerful way to 

dominate this major market in 1961. 



WCCO RADIO delivers far more listeners than all 
other Minneapolis-St. Paul stations combined! 

WCCO Radio 62.1% 

Station B 10.1% 

Station C 7.6% 

Station D 5.4% 

Station E 3.9% 

Five other stations 10.9% 

Source: Niotsen Station Index, November-December. 19t>0/6 AM-MidniRht. 7-day week. 
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AUDIENCE 
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Northwest's Only 
50, 000- Watt 
1-A Clear 
Channel Station 



RADIO 

Minneapolis • St. Paul 



% 




Represented by CBS RADIO SPOT SALES 



WWLP DELIVERS 
64% MORE TV HOMES THAN THE 
NUMBER 2 SPRINGFIELD 
STATION* 



In rich western New England, WWLP- 
WRLP, the combination reaching 
375,000 TV homes, delivers more 
sales impressions per advertising 
dollar — 64% more than the *2 
Springfield Station. Our combined 
Grade A signals reach up and down 
the Connecticut Valley for over 125 
miles. 

First in ratings, acceptance and 
service □ 3 times as many local, 
live shows. □ Most national, region- 
al and local advertisers of any 
Springfield station □ Vigorous mer- 
chandising — exclusive in the 
market (WWLP's instore displays 
reach 75% of all grocery shoppers 
weekly). 

The powerful force that's selling 
western Massachusetts and North- 
Central Connecticut is WWLP, Chan- 
nel 22 with bonus coverage; WRLP, 
Channel 32 covering southern Ver- 
mont and New Hampshire. NBC 
for 7 years. 

SEE YOUR HOLL1NGBERY MAN 



"Average Homes Reached 
ARB • Mar. I960 



by Joe Csida 



*; 




The jingle saga 

In the past couple of weeks I had the oppor- 
tunity to check oil a most fascinating SPONSOR 
story of a few months ago. a story which told 
about a completely incredible musical-electronic 
machine which Raymond Scott built over a period 
of many y ears. This machine can produce rough- 
ly as many sounds and in approximately as many 
combinations as there are atoms in the universe. 

One of the usages Ra; mond makes of this marvelous monster as 
mentioned in the early spo.nsok story is the production of jingles, via 
a corporation called The Jingle Workshop, the business manager of 
which is a very capable young man named Chuck Barclay. 

This got me thinking that I have never done a column on jingles, 
so I checked with my good friend and old stableniate. Jerry Franken. 
whose company handles advertising, and press relations for Richard 
II. Tlhiiaii. Inc.. one of the most aggressive and progressive jingle 
firms, and got a line on the jinglccrs. 

Station jingles will sell this year to the tune of $3,000,000, it is 
estimated. The combined I960 gross of the various companies in the 
field is figured at about $2,500,000. Five years ago station jingles 
sales amounted to less than the v alue of a pile of discarded ukulele 
strings. 

How lliey grew 

You can't hardly ever be certain about some things, but most 
radio hi.-torians would agree that radio's first big jingle was the 
"Pepsi-Cola Hits the Spot" job. which hit the air around 1941 or 
'42 and was written by Alan Kent and his partner, fellow named 
Austin HerlH-rt Croom-Crooni Johnson. Of course, this may not have 
been the very first jingle, but it unqualifiedly was the first one tol 
pack so tremendous a wallop, and as might well be expected, it led 
to the torrent of commercial jingles which followed, and which con- 
tinues even today. 

Not too long afterward, some top stations adopted the jingle idea 
for their own puqioses. One 1 remember specifically was WNEW 
which introduced all manner of public service spots written in jingle 
form. It's reasonable to assume other stations, mostly independents, 
did likewise. Meanwhile, of course, commercial jingles kept rolling 
along. 

'Hie next major development stemmed from a radio debacle — the 
decline, and fall of the radio networks, coupled with the depression of 
the entire radio market, indie* included. Out of this debacle, of 
course, came the rebirth of radio, and the astonishingly healthy situ- 
ation as we know it today (as witness the still climbing prices being 
paid for radio-only station properties, i.e. WINS and WMGM, New- 
York: KLAC. Los Angeles, et aJ.1. 

(Please turn to page 15) 
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sensational live-action 
half-hours starring the 
world's GREATEST 
ire character!******** 



FOR THE FIRST TIME . . . 

you can strip the most famous, 
highest-rated children's show in 
the history of television . . . 
SUPERMAN . . . idol of millions 
from coast to coast! ******** 

FOR THE FIRST TIME . . . 

SUPERMAN is now available for 
general sponsorship! Link your 
product to America's favorite hero 

-2-100% PRE-SOLD TO A 
★ MAMMOTH AUDIENCE!* 

y ou H get super-stones and super- 
salesmanship with . . , 



191 



another outstanding series from 




has 

raced from one 
success to another 
— from newspapers to comic 
books, from radio to television 
. . . winning millions of devoted 
fans along the way ! 




Played successfully on over 125 major 
television stations — 



viewers everywhere! 




A blast of enthusiasm for SUPERMAN 

is charging across the country . . . 
and it NEVER LETS UP! Just 

ask the r^a^^mpjj 
in the "Supermen of America" Club I 



^> ...AND 
WATCH 
■s. THE 
CHILDREN 
N^* IN YOUR 
AUDIENCE 
JUMP AT THE 
OPPORTUNITY 

TA UATPU Tur 



\§TER THAN A SPEEDING BULLET! 



m ore powerful -tl-t.3LXT sa. ^como^e! 

jj E HIGHEST RATED CHILDREN'S SHOW IN THE HISTORY OF TELEVISION 



(INSISTENT RATINGS — leading your market's top ten year 
fter year . . . packing the same impact today as the first 
L SUPERMAN was produced ! 

RONG RATINGS — SUPERMAN shows overwhelming strength in 
»ery rating survey, every time slot, every market, 
liinst all competition ! 

UPERMAN is more than the top children's show. . . it's 

k favorite of millions of adults who love action and adventure! 



ING FEATS OF SUPERMAN! 



m City 



Survey Date Source 



Rink in 

,. Variety's 

Time Top Ten Rating Share 







24.7 


52.9 






19.0 


40.0 






16.9 


55.6 






20.8 


54.2 






16.6 


38.6 






22.3 


51.8 






20.5 


50.0 






16.6 


48.7 


STRIP FORMAT 








10.3 
17.0 


37.0 
56.0 




1ND LOOK WHAT HAPPEN 

New York City Nov 12, 1960 ARB Sat 7:00 

I New York City Nov 13, 1960 ARB Sun 5:30 

lT H SUPERMAN YOU CAN BE SURE OF THE HIGHEST RATINGS 
[ THIS BLOCKBUSTER BEATS ALL COMPETITION! 



SUPERMAN costume . . . just one 
of many merchandising products that help 
sell SUPERMAN for you. 



SUPERMAN'S symbol of strength and quality 
can be seen on wristwatches, coloring books, 
badges, muscle-building sets, lunch boxes, 
swimming equipment and inflatable toys 
— to name only a few ! 



Every product is . . . like the SUPERMAN series 
itself . . . 100% promotable — a guaranteed 
success for SUPERMAN'S multi-million, eager-to- 

buy audience! 



★★★★★★★★-^★★★★★★★★★★★★★★★★★★★★★★★★★★★★★★ir 

SUPERMAN 




Hailed by all responsible members of the community, SUPERMAN is recognized 
as a strong and healthy influence on children. 

This extraordinary crime-fighter has been honored more than any other fictional 
character . . . 

Newspaper Guild Page One Award 
Council of Protestant Episcopal Churches Award 
United Parents Associations of New York Award 
American Schools and Colleges Association Award 
Youth Builders Award 

National Conference of Christians and Jews Award 
Laymen's National Committee Award 
Child Study Association of America Award 
. . . and many more ! 

Parents, teachers, church groups, civic leaders, radio and television critics — all commend 
SUPERMAN'S struggle for tolerance, and his fight against juvenile delinquency. 

FLAMINGO is proud to offer SUPERMAN as a high-quality series, one that has 
earned respect as well as ratings I 

The SUPERMAN story is told in millions . . . and every year the number 
grows as a new group of children thrills to the daring, timeless 
adventures of lovely Lois Lane, reporter Clark Kent and SUPERMAN! 
Get your share of this huge audience now — up. up and away to 
your phone... call for SUPERMAN! 

I 

445 PARK AVENUE, NEW YORK 22. N. Y. • PLAZA 2-4100 



Sponsor backstage if.rin/uiui'i/ from /)«ge lOt 

With tlii^ rebirth. *pearheaded maiiih b\ independent:- in all parts 
of the eouutn. stations began to emphasize their own particular 
radio-sound image. With tlii> rauie the dev elopmcnt of highh indi- 
vidualized and stvlized station jingles. 

1 mean here to emphasize station jingles, as opposed to eoiumer- 
eial jingles, station jingles used for i.d. purposes: program intro-: 
time, weather, sports and newscast intros; and a more recent devel- 
opment, jingles for introducing specific d.j.'s. with hoth station 
themes and the d.j.'s name and or theme frequently interwoven. In 
addition, stations are now using jingles which gi\e in addition to 
their call letters, the dial frequency, city and very often a station 
slogan. 

In addition to developing a particular individual station sound 
image, alert broadcasters saw jingles as accomplishing these objec- 
tives: catching the listener's ears; getting awav from routine spoken 
i.d.'s: giving each station a trademark, as distinctive, for example, 
as the NRC chimes. The jingles served still another purpose for net- 
workwork affiliate stations which could no longer count on block- 
buster programs fed hv the webs— ihev gave them a characteristic 
sound to replace the voices of the erstwhile radio stars. 

A profitable business 
Jingles today are becoming intenselv specialized. 1MN Jingles and 
Target Jingles, hoth of which are distributed by Jem's happv client. 
Richard H. I llman. Inc.. have what Jerrv maintains is the largest 
and most varied library of jingles available. This library includes 
jingles especially written for Format (Top 10) stations: good music 
stations: countrv and western stations: Xegro stations: middle-of-the- 
road stations and the VVPAT. Paterson. KI'OL. Los Angeles, tv pe of 
operations. 

The 1MX Jingle package is a basic package, containing around 20 
separate jingles. These are leased on a one-station per-inarkct basis, 
and then in turn, are customized for that station — that is the sta- 
tion's call letters, dial location, slogan, etc.. are added vocal, and. 
of course, the same is done for program titles, d.j.'s names, etc. The 
net effect is that the jingles are tailored both for the tv pe of pro- 
graming and the individual station itself. 

Peter Frank and Herb Eiseman (ex Frank Loesser). who run 
Target Jingles, ju*t signed Ruddv Rreginan to write a complete For- 
mat station set of jingle*. 1 believe this is the first time a composer- 
Conductor of Bregman's statute has ventured into this field. Peter 
and Herb are working on similar deals with other name writers. 

In addition to LM.N. which headquarters in Roise. and Target, 
headquartered in Hollvwood. hut both sold v ia rilnian headquar- 
tered in \ew York, other top companies in the field include CKC 
and Pains, both out of Dallas, and Peppermill. in Nashville. 

Here's an interesting note on bow some voting men have prospered 
in the Jingle business. 

Peter Frank, is president of The Peter Frank Organization : Omar 
Music: Richard H. Ulhnan. Inc. and Stars International. Inc.. which 
produces "The Rig Sound" radio program and production aid s\ ndi- 
cated service. 

Pete is 35: started with $500 a few years ago. His combined opera- 
tions will gross over $3,000,000 in '61— all from this $500 start. ^ 




KELO-LAND TV 

swamps America's 103-County 
Market every hour, every day! 

LIKE THIS! Homes reached Monday 
thru Friday, 6 p.m. to midnight.* 
KELO-LAND TV 47,800. Others 10,900. 

LIKE THIS! Homes reached Sunday, 
6 p.m. to 10 p.m.* KELO-LAND TV 
60,500. Others 19,500. 

LIKE THIS! Metro area share Satur- 
day, 6 p.m. to midnight.' KELO- 
LAND TV 76.1. Others 23.9. 

ARB Tv Audience Repot t, Nov. 1950 

No other tv medium gets into this 
market like the interconnected hook- 
up that's already in — solid! 

CBS • ABC 

ICE LG LAND 

KELO-tV SIOUX FALLS; and boosters 
KDLO-tv Aberdeen, Huron, Watertown 
KPLO-tV Pierre. Valentine, Chamberlain 

JOE FLOYD. Presidenl 
Larry Benlson. Vicc-Prcs. • Evans Nord. Ccn Mgr. 
Represcnled nationally by H-R 
in Minneapolis by Wayne Evans & Associates 



MIDCO 



Midconthient liroadensting Group 

KELO-LAND Iv and radio Sioux Falls. S. D : 
WLOL am. fm Minneapolis-Sl Paul; WKOW am 
and Iv Madison, Wis.; KSO radio Des Moines 



SPONSOR • 20 FKBFil VRY 1961 



Which makes you look most appealing? The 
cloak of mystery... the mantle of drama... the 
tilt of a six-shooter? The answer is important, 
for the sophisticated advertiser knows that his 
sales-impact can be greatly affected by the kind 
of program he chooses. To him, the crucial test 
of a network is: How well is it doing wi th the 
kind of program he wants to sponsoji? 



What picture 
do you 
want 
to send 

to the 
folks at 
home? 



Any advertiser who applies this test will find tk 
one network attracts the biggest average auc 
ence in every ejiterta'mmentcategory-as shov< 
by nationwide Nielsen ratings for all regular; 
scheduled shows (6-11 pm, Oct '60-Jan '61) 

NET 



_ C8SS 

COMEDY 20.0. , 

DRAMA 16.2. 

VARIETY & PERSONALITY . . . 20.6 

WESTERN 25.3. . 

MYSTERY & ADVENTURE 19.6 



NEWS, PUB. AFFAIRS, SPORTS 
TOTAL NIGHTTIME 



13.6 

.19.5. 



NET B 
.18.4 
. NONE 
.14.9 
. 20.5 
18.4 
. 9.8 
.18.1 



16 
.13 
.18 

2? 

14 
_U 
.17 




I CBS Television Network also wins the big- 
,t average audience for all nighttime pro- 
his with the most evenly balanced schedule 
shown by these percentages of network 
5 devoted to various types of programs: 

C8S* _ NET S NET C 

:DY 25%. . . 20%. 9% 

1A 13 0 ... 8 

£TY & PERSONALITY 18 . . . 6 ... 21 

ERN 13 .21 28 

ERY & ADVENTURE 20 47 24 

,, PUB. AFFAIRS, SPORTS . .11 6 10 

l 100%. . . .100%. . 100% 



This unique achievement of audience leader- 
ship and program balance gives advertisers 
their greatest assurance of success with the 
kind of program that makes them look best. 

It also explains why for the past six consecu- 
tive years the nation's advertisers have com- 
mitted more of their budgets to this network 
than to any other single advertising medium. 
They just like our looks. 

'Includes first January report only Program nimci on rcqueit. 

CBS Television Network ® 
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OF PALM BEACH 
AND NEW YORK 
149 EAST 53RD ST. 



From lunch to late, late dinner 
Open daily, Sundoys, tao! 
Reservations.- EL 5-9185 or PL 5-6843 

The Bistra far private parties 
Personal direction: Nina 



Bright Spot 

FOR BUSINESS 

TALLAHASSEE • THOMASVILLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 

• Hi, 

TALLAHASSEE "-VjgV'' THOMASVILLC 

V_^a John H. Phipps 

^^^^^^^^ Iiroadcasting Station 

DLAIN TE 



BLAIR TELEVISION ASSOCIATES 

National Representatives 
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Timebuyers 
at work 




Doug Humm of the Charles W. Hovt Co.. New York, call.- attention 
to the importance of thorough recognition of differences between 
markets. ''It is not enough to be familiar with market similarities 
as illustrated in standard statistical materials."' sa\s Humm. "To do 
the most effecti\e selling job, whether it be a product, service, or 
idea, we need extensive insight 
into just what the potential cus- 
tomers are like. There are myriad 
different types of peoj le to be 
found from one market to the- 
next." Humm asserts. "What we 
have to know about each of these 
unique population centers goes be- 
yond the number of families in 
residence and their median in- 
come. Before the buy is made. ' 
these markets must be analyzed 
and discussed at length. While it 
would hardly be feasible to know every thing there is to know about 
everyone in ever) market, the timebuver ought to -Irive to familiar- 
ize himself with as man) as possible of the characteristics relevant 
to a given advertiser's product and goals. It s important not to lose 
sight of this in the heat of day-to-day pressures." 

William F. Sherry, media director, S. K. Zubrow, Philadelphia; 
relates, "During the past year, we've had more and more radio sta- 
tions refuse to accept our clients' business. Their reasoning: 'We can- 
not accept an order for 700 or !>00 spots per week because it would 
prevent us from selling other available time to competing accounts 

in your client's fields.' We all are 
aware of justifiable reasons why 
a station can refuse to accept cer- 
tain business. We al-o are aware 
that many times there is a lack 
of availabilities. Hut. assuming 
the spots are available, does sta- 
tion management have the right to 
refuse our clients" business be- 
cau»« it would hinder or impair 
future <>rder>? Can station man- 
agement refuse an order because 
it's too big? Agencies and cli- 
ents have different impressions of what impact actually is. Rut. if 
we deem it advisable to produce impact through the purchase of 
3.000 to d.OOO spots on one station in a month, we feel we have the 
right to bnv them without being told that the station would prefer 1 
to reserve some of these spots for competing account 



^^^^^^^^^ 
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Comparative Daily 
Circulation 

WTVJ 363,500* 
Miami Herald 321,500 
Miami News 147,200 
Station "B" 289,900* 
Station "C" 227,900* 

'ARB Coverage Study — 
January 1, 1960 

"Publisher's Statements — 
March 31, 1960 



Not only does WTVJ outshine the other two television 
stations, but it reaches more homes than Miami's two 
newspapers, too! 13.1% more South Florida homes view 
WTVJ daily than read the area's largest newspaper . . . 
147% more than the second newspaper. And 40.5% more 
homes watch WTVJ daily then the average of the other 
two Miami TV stations. If you haven't yet seen Profile III, 
check with your PGW Colonel right away— it's revealing! 



WTVJ® 



SOUTH FLORIDA 



A Wometco Enterprises. Inc., Station 



^^j^REPRESENTED NATIONALLY BY PETERS. GRIFFIN. WOODWARD. INC. 



49th and 



Supports Negro Rodio 

My initial reaction to the comments 
of Richard J. Scholem, Co-Mgr. of 
WT1C, Massillon, Ohio fin his letter 
published in sponsor, 13 February's 
"4'Jth and Madison"), would lie to 
commend him for his stand against 
segregation. However, upon perus- 
ing his letter very carefullv I am left 
with some nagging doubts as to his 
ultimate intention in writing this let- 
ter. Is it possible that Mr. Scholem 
is aggravated about the healthy state 
of Negro Radio today where much of 
radio's most creative and dynamic 
salesmanship is going on — this in 
contrast to what seems to be stagna- 
tion on the part of many general- 
market radio operators. 

If Mr. Scholem would take the 



time to examine the facts he would 
soon learu that Xegro Radio has 
been fostered by the very fact that 
general-market stations in those 
areas where there are high concen- 
trations of Xegro population have 
failed to a large extent to provide 
the basic need for the Negro listen- 
ers' identification with these stations. 
All too often the desire of the Xe- 
gro listener to be included in the 
main stream of a city's life has been 
completely overlooked in the drive 
for greater profits. This basic need 
to be recognized as an equal with in- 
dividual needs accounts for the \egro 
listeners' attachment and loyalty to 
the radio station that is specifically 
designed to cater to these needs. 
If Mr. Scholem would take the 




WAVE -TV gives you 
28.8% more AVID EATERS 

—and they gobble up 28.8 r /c more 
of everything that's edible! 



That's because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-ofT, in any 
average week. Source: N.S.I. , Dec., 1960. 

CHANNEL 3 • MAXIMUM POWER 
NBC 

LOUISVILLE 

NBC SPOT SALES, National Represenlallves 




time to listen to main of the high- 
quality Negro-programed stations 
that exist today across the country, 
1 am sure he would find much to 
approve of and possibly emulate — 1 
have specific reference to the fields 
of public service, promotion, com- 
munity participation, merchandising 
effectiveness, growth in news cover- 
age, and general improvement in 
overall programing concepts. This is 
not to say that Utopia has been 
reached — but the fact still remains 
that there is a tremendous Esprit 
and drive which exists today among 
progressive Negro radio station op- 
erators. I think that the radio 
industry as a whole could stand an 
injection of some of the spirit, ag- 
gressiveness and downright good 
salesmanship that epitomizes Negro 
Radio today. 

Jack Davis 

executive vice president 
Bernard Howard & Co. 
Aew York, .V. }'. 



Morketing frontier 

Selection of Negro-appeal radio by 
advertisers is good marketing prac- 
tice. For the same reason advertis- 
ers, particularly advertisers dealing 
with products such as anti-freeze. dif- 
fer in selling approach for the North 
and South, advertising approach for 
different segments of society vary. 

Negroes listen to Xegro-appeal ra- 
dio with great intercut and lovalty. 
Negroes are also loyal to products 
advertised on Xegro-appeal stations. 
When a Negro listener is introduced 
to a product via Negro-appeal radio, 
he knows the product is for him. 

Negro-appeal radio is a new and 
growing marketing frontier. It's de- 
signed to entertain and inform the 
audience and at the same time, boost 
sales at a moderate expense. 

Recently, KSAX did a brand pref- 
erence studv in the San Francisco 
area. Only Negro homes were sam- 
pled. The products reported that 
were used most frequently and often 
h\ most households were active Xe- 
gro-appeal radio clients. 

Negro-appeal radio in most cases 
— is a coininnnitv sen ice and a logi- 
cal choice for an advertiser looking 
to outsmart his competition instead 
of ontspending him. 

Bob Dore 
president 

Dob Dore Associates 
Sew York: N. Y. 
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Night people 
listen to new 
"Clockwatchers" show 
on 

WSB radio, 
Atlanta 



• 




II SR "C lockwatchcr\" at work , Rill f ooler Rrcnt Hill mij Ren Fairbanks 



Out of the night comes a new sound for night people "Clockwatchers" on WSB Radio from midnight to 
5 a. m. Some of these night folks are traveling, some working in factories, some keeping vigil over cities. 
But wherever they are, whatever they're doing. . . radio is a constant companion. And a handsome share 
of this massive audience is within range of WSB. For Atlanta's 50,000 watt clear channel station has a 
night coverage pattern embracleg 25,000,000 homes ... 27 states. 

"Clockwatchers" listeners hear lots of music, news of the latest happenings throughout the night, 
famous sports figures and important events, outstanding information and entertainment features. They 
hear this — all through the night. You can reach and sell this vast responsive audience of night people 
on WSB Radio's "Clockwatchers." Call Petiy for information. 

Rtprtlrnttd bp 




Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC WSOC-TV, Charlotte, WHIO WHIO-TV. Dayton. 
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Giant 
beater, 




New York is giant in size and sales. It is not easily sold! wpix-1 1, New York's Prestige Indepen 
delivers the "right tool at the right time" — minute commercials in prime evening hours in 
"network atmosphere" of fine programming, advertisers and audiences. Programs like Air 
Power, M-Squad, Bold Journey, San Francisco Beat, The Honeymooners. Advertisers 
(98% of wpix advertisers are national) like General Foods, General Motors, P&G, Coca 
Cola, R. J. Reynolds. A. C. Neilsen has proved there is "no significant difference" between 
wpix's Audience and the leading network station in terms of income level, age, occupation, etc 
wpix-1 1 is a giant-beating opportunity in New York television. 

tvhere are your 60 second commercials tonight? 

NEW YORK'S PRESTIGE INDEPENDENT 





Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 
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•PONton 
PUBLICATION? INC. 



The No. 1 item of palaver on Madison Avenue beyond any question of doubt 
is the complete capitulation of CBS TV and ABC TV to the two towering users of 
the medium, General Foods and l'&G. 

As the Avenue views these interplays of dollar strength vs. preconceived notions about 
network programing, the completed negotiations, particularly as far as CBS and GF are con- 
cerned, suggest these inferences: 

• If the billings stakes (with GF they run to around $60 million in tv and with P&G, $95 
million) are big enough and you're in a position to own your own half-hours, the ques- 
tion of network program control becomes merely academic. 

• If a network wants your business yearningly enough, it will waive its rights to can- 
cel out a show because of rating weakness or incompatability. GF has been granted the privi- 
lege of keeping a series going as long as three years. It may also cancel as it see* fit. 

• If a customer controls a program or two that will serve as the potent anchor for an eve- 
ning's schedule, the credo about balanced programing can go by the board. 

• To make a valued client happy a network will go so far as to dislodge another long- 
time client from an eight-year-old spot, and without prior notice. (It happened in the 
case of R. J. Reynolds and I've Got a Secret.) 

• If P&G puts its finger on a half-hour preceding a conspicuously well-rated hour show and 
says it wants that spot, the network (as happened in the case of ABC and The Untouchables) 
moves that hour show down a notch. And in the process assures itself of clearance by 
stations of an additional half-hour. 

Caller of the chess moves that worked out so well for General Foods: Y&R. It was 
this agency that suggested to GF the tactic of asking NBC TV and ABC TV for competitive 
bids for the GF business. 



If you came in on the bargaining proceedings late, here's the score on the sched. 
uling run down by General Foods on CBS TV come the fall: 

Monday: 9 to 10:30, plus an option on half of Robert Young at 8:30 to 9. 
Wednesday: 9:30 to 10. 

Saturday: an alternate half-hour of the hour version of Gunsmoke (10-11 p.m.). 



The die for Detroit's advertising strategy for the second and third quarters has 
been pretty weU cast. 

As the automotive giants' agencies see it, there'll be lots of flexible money around for 
spasmodic nighttime minute buys on the tv networks and in-and-out saturation jobs 
with spot tv and radio, particularly to prop up tough markets. 

Of course, the dimensions and lengths of these special promotions will be linked to the 
economic barometer — that is, the drift in public buying. 

Disturbing the agencies is this: the division managers in their frenetic urge to get out 
from under will tend to cater to dealer whims anent local advertising, and here, strange as it 
may seem to air media, old loyalties weigh the scales toward print. What it means is that 
tv and radio must heighten the fight for their shares. 

Incidentally, Revlon has consummated the buy-off of Alfred Hitchcock, effective 
immediately, and Wagon Train, starting in April, from Ford Motors. Ford will recover 
Train in the fall, but whether Lincoln-Mercury will take back the Revlon half of Hitchcock at 
that time is problematical. 
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SPONSOR-SCOPE continued 



Nielsen is embarked on a project that could have some significant answers and 
guidelines for network tv advertisers. 

The angle being explored: whether the fall-off of nighttime audiences — though very 
slight — the past three years may be correlated to the increase of hour programs. 

One area in particular being brought under the statistical microscope: 7:30 to 8 p.m. 
The inherent question: could viewers with 8 p.m. starting habits be deferring their set tune- 
in until 8:30, so to avoid coming into the middle of a show? 

Don't take this as applicable to every product sphere, but an agency quite ac- 
tive in spot tv has evolved a rid e-of -thumb on how much rating-point weight is nec- 
essary to move a new package item off the shelf. 

The minimal weight per market in scale form runs something like this: 

MARKETS TOTAL RATING POINTS PER WEEK EACH 

New York & Chicago 100 
Next 23 75 
26-50 65 
51 and up 50 

Of course, in the case of a highly adult product the audience composition of these 
points would have to be especially oriented in that direction. 

Postscripts to this theorem: 

1) In the top 25 markets where supplementation is sought a network rating of 20 per 
commercial minute might be considered equivalent to 60 ratings points in spot. 

2) Two minutes a week on networks shoves (2) with an average of 20 ratings points is 
about equal to 120 ratings points in spot. 

What, according to some marketing experts, will work out to advertising's ad- 
vantage is the new Washington administration's enveloping interest in what specif- 
ically goes into a manufacturer's determining his marketing cost. 

The intent of all this poking — and you'll see more and more of it by regulatory agencies 
— is to set up uniform cost procedures and thereby avoid price restrictions and collusions 
in restraint of trade. 

End result expected by marketers: if it turns out there's no intrinsic differentiation, the 
extent to which advertising and promotion are used will be considered a positive contribu- 
tion to the actual marketing cost. 

Regardless of the inroads being made by daytime network tv, spot still has a 
potent acc up its sleeve for the smaller uational advertiser. 

It's a credo being voiced more and more among agencymcn as they balance the cost and 
reach of daytime against what they deem the more over-riding problem of this type of adver- 
tiser: getting the retailer of the product to look at the producer's commercials. 

To wit, the objective of many a small advertiser is not so much the efficiency of his tv 
advertising as reaching the people who sell his merchandise. 

It is with this target in view, note these agencymen, that a small advertiser will frequent- 
ly buy Dave Garroway at $1,000 a minute and Jack Paar at $13,000 a minute. Both of these 
shows deliver a 4 rating, which is equivalent to the daytime average. 



A continuing thorn in the side of stations in smaller markets when it conies to 
spot is the stubborn tendency among uational advertisers to credit the sales in such 
markets to the dollar purchases of wholesalers and chains in the big distributing 
centers. 

Sellers may wail against the unfairness of this practice, but agencies can't do anything 
about it because they're up against this stone wall: old line product or brand managers who 
measure the reach of air media by old newspaper coverage precepts. 
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SPONSOR-SCOPE continued 



CBS TV would prefer that the resistance setup by four major station groups and 
other affiliates to the network's 10-noon minute plan not he termed a war of nerveH. 

According to the network, a more appropriate approach would he to say that the schWin 
basically stemmed from a misunderstanding on the part of the affiliates. In essence, the net- 
work (1) wasn't siphoning money from spot or (2) reducing affiliate share of in- 
come from a.m. sales to a pittance, but (3) if affiliates just gave the network a chance it 
would show how much more money could accrue to them from the plan. 

Meantime the four groups and other important affiliates are standing fast in their re- 
fusal to accept the plan, though CliS says this logjam is starting to break loose. The net- 
work isn't doing so well in finding buyers for the plan — that is. up to SPONSOIl-SCOPE's 
press time. 

The sales: four spots a week to I.ipton Tea (SSC&B), 11 spots over 10 weeks to East- 
man Chemical (JWT) and a batch of spots to Bon Ami (lloyt Associates), starting in April. 

Incidentally, NBC TV got an order of about S100,000 from the same Bon Ami. 

One CBS TV affiliate with a market containing 250,000 sets estimates it might net $50 
per week from the 20 spots contained in the plan. 

Reps report that what with the demand for minutes and the latest Duncan Mines spot cam- 
paign they're doing well disposing of the openings in the affiliate section of the 
plan. These sales are subject to seven days cancellation by the network in the event CBS 
finds its own customers or there's a problem of product conflict. 

(For previous commentary on affiliate attitude see 13 February sponsor, page 21.) 

The trend seems to have been reversed in the specific case of Duncan Hines 
(Compton) this past week. 

Whereas it's been common of late for advertisers to swing their buys from spot tv to day- 
time network tv, the P&G brand reduced its NBC TV commitments and unloaded one of 
its heaviest campaigns of the past two years in spot. 

The buy is in a long list of markets and calls for schedules running from five to 10 spots 
a week for at least eight weeks. 

About $65 million in advertising is in jeopardy in the trend — rapidly expand- 
ing — among municipalities to regulate the safety features and installation of gas 
appliances. 

Basis of the headache: regulations requiring that appliances have gas vents and that 
they be installed by trained salesmen. 

Involved are not only the manufacturers but utilities and transmission companies. 
The American Gas Association is mastering the what-to-do-about-it. 

A still bigger dilemma is the one facing the giant electric equipment companies as a 
result of the estimated $1 billion in damage claims stemming from the price-rigging convic- 
tions by the Government. 

The quandary: whether to pull back ad budgets in order to maintain dividends when 
the situation appears to call for more advertising to counteract a tainted image. 

Ted Jardine, who administers the 7-Up account for JWT Chicago, says that his 
meeting with reps on the plan for five minutes in Dick Tracy was merely a feeler 
for opinions'. 

Jardine says he was looking for station reaction to a fivc-times-a-week strip with a guar- 
antee of at least 65 broadcasts (see 6 February SPONSOR-SCOPE) . 

The agency is also considering a similar strip of Kukla & Ollie for 7-Up but preferably on 
a network and in the evening. It would like a spot prior to Jack Paar, but NBC TV countered 
with a Dave Garroway interlude. 

ABC TV's Ollie Treyz while in Chicago last week was supposed to reveal what ABC could 
do for Kukla & Ollie but the network's president had all his scheduled time consumed at 
Burnett relative to a pitch for Kellogg business. 
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SPONSOR-SCOPE continued 



Dutch Masters and Ralston will alternately sponsor ABC TV's Silents Please 
(an old movies series) between 21 March and 5 October at about §20,000 per half 
hour showing. 

Ernie Kovacs will do a monologue on each and, in the same spot, four spaced -out spe- 
cials for the cigar maker exclusively. W 

One good yardstick for determining how much the nighttime network tv audi- 
ence is being sliced up is the number of shows reaching over 10 million homes. 

To take just a two year contrast: in January 1959, 54% of all such programs (total, 
126) delivered an average of over 10 million homes, but in January 1960, this ratio dropped 
to 43% of total programs (130). 

The source is Nielsen and the following is a comparison of the ratio of homes reached 
per average minute for the two years: 

HOMES REACHED JAN. 1959 — % PROGRAMS JAN. 1960 — % PROGRAMS 

Over 10 million homes 54% 43% 

5-10 million homes 36% 46% 

3-5 million 7% 9% 

Under 3 million homes 3% 2% 

Are the agencies that resort to IBM machines for media buying guidance off on 
the wrong foot when tv is involved? 

You can get a strongly worded argument in the affirmative from some tv specialists in the 
trade. 

The nub of their contention: the concepts in tv usage — like specials, scatter plans, 
network spot carriers, blitzes and whatnot — are constantly changing and the client 
has to he kept mobile and flexible enough to take tactical advantage of them. 

The machines, they add, can rack up averages but there's a question whether the nu- 
ances of value implicit in these changing concepts comes through in the averages. 

A trend that's begun to bedevil brand name toiletries and drug manufacturer!: 
supermarkets stocking huge family-size units whose price when compared to drug- 
store units are fantastically low. 

A good case in point: a quart-size can of hairset which sells for $1.95, whereai 
several advertisers brands are pegged at about the same price but for a third of 
that content. 

Another sticky factor that's unnerving to the marketeer: the supermarket operator is 
satisGed to take a margin of profit for the family size which is perhaps even lesi 
than accrues to the druggist from the small version of the same product. Because of 
his limited space the druggist couldn't stock the big can, bottle or pack if he wanted to. 

P.S.: 65% of all giant foodstores now have racks for drugs and toiletries. Next 
to cigarettes these items give them their biggest profit margins in terms of shelf space. 

Time sellers may as well face up to it; they've got a competitive medium that 
they don't even think about but which each year scrapes off a larger share of the 
advertiser's dollar: the package in which the product conies. 

Since impulse buying via supermarket shelves and super drug store displays has become 
an overwhelming factor in marketing, the package reaches out as a key symbol and serves 
as a high intensity reminder. 

For other news coverage In this Issue: see Newsmaker of the Week, page 7; 
Spot Buys, page 52; Sponsor-Week Wrap-Up, page 62; Washington Week, page 67; SPONSOR 
Hears, page 70; Tv and Radio Newsmakers, page 78; and Film-Scope, page 68. 
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ME A GOOD 
LOOK 




I TV Homes — 372,400 




tffective Buying Income— $2,458,273,000 



ATA - TELEVISION MAGAZINE 



MUTUAL 

STOP! Mutual Radio is the J7] Q listen! You hear what you 

only network that gives this rriTTTj^ A TTD buy on Mutual Radio. Your cli- 
guarantee: 80% clearance JL JtjL-lJJ xtlXJli^ cut's clearance pattern becomes 
across the board in all prime time slots! established with the airing of his first an- 
LOOK! All of Mutual's 400 affiliates are nouncement. Mutual Radio gives you your ad- 
sold on Mutual's "Go Network— Stay Local" vertising schedule . . . not rebates. GO! Want 
programming concept. Result? TT^T T A T a S' Ual ' antee d S0% clearance 

Clearances are not a problem, ^ in prime time? Buy Mutual! 

RADIO 

A SERVICE TO IN'DEriON'DKNT STATION'S • Subsidiary of Minnesota Mining & Manufacturing Company j^p) 

28 sponsor • 20 February 1961 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



Screen Gems launches still another tv project: live shows 
+ Ad agencies in 6 cities handle 79% of all media dollars 
+ There are new dollars and more for tv/radio in the co-op till 
m 1960 radio set production peaks at highest in 13 years 




B&B: Firm stance for agency research 



M 



Many an agency in these hard-pressed-for-profit days is 
bearish about continuing or expanding its research ac- 
tivities. But Benton & Bowles, New York, is bullish 
about research being a crucial facility in today's agency 
which knows marketing and advertising are two sides 
bf the sales coin. 
Thursday in New York, speaking at the American 
arketing Assn., Richard F. Casey, B&B's v. p. and direc- 
tor of research, took to task opponents who say research 
should not be an agency function. 
I He agrees research money often is wasted, that an 
'agency— in the short run— CAN make a bigger profit 
Without this service. But that's like "Idle daydreams of 
^ food processor who reflects how much greater profits 
vould be if he didn't have a sales force!" He also de- 
lied contentions that agency research isn't objective. 

Casey's talent: "to any but the simple minded or the 
;elf seeker, it's obvious an agency must have a research 
acility." Here's why: 

• Research plays a "vital part in enabling an agency 
o effectively perform its role"— that role being formula- 
ion of product or service marketing strategies and tac- 
tics and advertising strategy with its translation into 
messages which achieved maximum delivery efficiency. 



4TA'S N. Y. STATIONS FOR SALE 

he NTA's board of directors last week put WNTA-TV 
nd WNTA Radio on the block. 

Eli Landau, resigned as chief executive director, is 
etting up a company to acquire WNTA-TV, if he can, 
nd other tv stations. 



Live net- programing is new product 
in Screen Gems' tv 'department store' 

Screen Gems, a subsidiary of Columbia Pictures, 
broadens its "department store" concept of television 
even further with the announcement last week of its 
move into the packaging of live network shows. 

Its theory of providing production and sales packages 
under a single roof continues a diversification pattern 
set originally by Columbia when it was the only Holly- 
wood major to get into tv at its formative stage. 

SG now has eight film shows on nighttime net tv, 
plans development of several major live dramatic and 
musical productions with top producer Herb Sussan in 
charge. He's former director of special programs for 
NBC TV (supervising 250 in all) and will retain his own 
production company while working for Screen Gems. 

Jerome Hyams, v. p. and general manager of SG, sees 
"new opportunities in live programing." 

The company has missed few opportunities for expan- 
sion, old or new. It's active in network production and 
sales, syndication production and sales, off-network syn- 
dication distribution, feature film distribution, merchan- 
dise licensing, overseas distribution, network co-produc- 
tion (with ABC TV) and commercial production (Screen 
Gems in Hollywood; Elliott, Unger & Elliott in New York). 

New activity, says Hyams, should make for a "new 
look in tv specials" based on the combination of Sus- 
san, "our own diverse tv experience and the showman- 
ship of Columbia Pictures." 
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ONLY 
RADIO STATION 
IN TAMPA 
AND 

ST. PETERSBURG 

WITH A 
FOOD 
MERCHANDISING 
PROGRAM 



Exclusive arrangement 

with Food Fair provides special 

merchandising cooperation. 




TAMPA 



FIRST IN HOOPER 
FIRST IN PULSE 




Represented Nationally by Gill-perna Now York, Chicago, l os Angeles, San Francisco, Boston, Detroit, Atlanta 
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Madsen returns to Utah air firm 

Arch L Madsen, former general manager of Spon- 
sor Publications and a 25-year broadcast veteran, 
announced plans last week to join the Radio 
Service Corp. of Utah (KSL, KSL-TV, Salt Lake 
City) as president on 1 April. 

He has resigned his 
post as assistant execu- 
tive director of the Assn. 
of Maximum Service 
Telecasters in Washing- 
ton. Madsen has held ex- 
ecutive positions with 
several radio stations and 
groups, is former board 
member and director of 
member services of Radio Advertising Bureau, has 
served with distinction in many professional clubs. 




Arch L. Madsen 



Radio production hits 13-year high 

Radio production last year was bigger and better than 
in the 13 previous years since '47, with gigantic gains 
showing up for fm. 

New 1960 figures from the Electronic Industries Assn. 
show fm production up 67%, car radio up 15%, with an 
over-all production increase of 9% for radios and a de- 
crease of 10% for tv sets. 

In terms of actual retail sales, radio jumped 20% 
from 1959 — not including car models, which would take 
the figure significantly higher, with tv set sales moving 
up 2% from the previous year. 



Richest ad shops support tv writers, 
new Edwin Stern agency survey shows 

An advertising copywriter has to be a hybrid — and a 
flexible one at that. So says Edwin B. Stern of the 
New York employment agency of the same name, who 
last week reported on patterns in 216 agencies involving 
2,600 people. About broadcast, he says: 

• "It would be virtually impossible for a person to 
make a fulltime career in radio copywriting." 

• "Tv copy people are confined to the over-$10 mil- 
lion agencies. In most shops, there are still more print 
than tv specialists." 

Stern says the gain in copy personnel during the 
first six months of this year will be 9V2%, which con- 
trasts with the rate of 12% for 1960. 

Here are the average number of copywriters by agency 
billing: $50 million and over, 76 people; $10 to $50 mil- 
lion, 14; $1 to $10 million, 5. 

Major problem, says Stern, is finding writers with 
three to five years' experience for $10,000. 



AGENCIES IN 6 MAJOR MARKETS 
HANDLE 8 IN 10 AD DOLLARS 

Concentration of advertising money in major-market 
areas is pinpointed in a new analysis from the U. S. 
Department of Commerce indicating that 79% of all re- 
ported ad billings are tabbed by agencies in six metro 
areas. 

This rundown shows the city, the number of report- 
ing agencies and their billing in millions: 

AGENCIES AGENCY 

CITY REPORTING BILLINGS 

New York 682 $1,534 million 

Chicago 2% 520 

Detroit 100 272 

Los Angeles 240 160 

Philadelphia 120 74 

S.F.-Oakland 97 76 

All told, 4,240 ad agencies reported they billed $3,383 
million in all media for 1958 with the six cities above 
accounting for $2,636 million or 79% of this amount. 

The Department of Commerce reported the number 
of agencies analyzed by amount of annual receipts. Of 
the 3,945 (in 25 major standard metropolitan areas), 133 
reported $5 million or more; 172, $2-$5 million; 250, $1 
to $2 million; 430, $500,000 to $1 million; 1,716, $100- 
500,000; 1,244 under $100,000. 

Men move to advertising to avoid 
competition, find it in spades 

Freud and Jung have a continuing field day on Madison 
Avenue, but even these two last week must have been 
jarred by a new allegation. Dr. William H. Lundin, psy- 
chological consultant to agen- 
cies and director of Psycho- 
logical Dynamics, Chicago, 
speaking to the Southwest re- 
gional Four A's last Thursday, 
said admen are attracted to 
advertising because it's a serv- 
ice rather than "hand-to-hand 
business competition" and this 
concept is the very thing 
which stymies them. 

"Ad executives are afraid of competition. They enter 
the service business to avoid the competitive struggle. 
Yet they discover competition in this field is even worse 
— for agency competition is personal competition, is the 
very thing they've tried to avoid in choosing an adver- 
tising career." 

This psychological condition leads to a "defeat before 
they begin" because agencies "to compete successfully 
must determine what they're selling" — and many don't, 
charges Lundin. 



Or. W. H. Lundin 
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Eschew the Straw 



P ARMING is as old as getting up before break- 
fast, or older, and there are those whose 
ideas about fanners haven't changed since they 
Lost saw the sun rise. One finds no more straw- 
chewing hayseeds in Iowa than in a rush-hour 
subway crowd. Don't be misled hy attire. 

Iowa farmers are big businessmen, even 
though they wear few white-on- white shirts 
while working. They operate some 190,000 
farms whose average size is 185 acres. They till 
only 1.89 % of the total land area in the con- 
tinental U.S., yet Iowa ranks second among 
the states in total value of agricultural and live- 
stock production (hogs, 22% of U.S. total; 
corn, 19%; oats, 18%; soybeans, 12%). 
Average gross income per farm in 1959 was 
68% ahove the national average. For the first 
nine months of 1 960 total gross income was 
$1,808,592,000 — up 5% over the same period 
of 1959. 

Farms are hecoming highly mechanized; 
they grow bigger; fewer people are needed to 
run them; folks move to town and find jobs 
in business and industry. Iowa now outranks 
half the states in nt-miber of manufacturing 
plants. 

Iowa's population increased 5.2 %■ in the last 
decade. The increase in WMT's home county 
(Linn) was 31.3%; in Waterloo's count} 
( JJhick Hawk) it was 21.9%. Other Eastern 
Iowa counties in our coverage area also show 
gains above the state average. 

We're carrying the torch for farmers be- 
cause we like torches and farmers —and WMT 



R;ulio blankets some of the richest farming area 
in the world, including 25% of all the Grade 
/\ land in the U.S. We start early (5 A.M. 
daily) to supply farm service information and 
entertainment. Last year we had more than 
100 farm sponsors, 25% of them with us ten 
years or more. Our farm service department is 
staffed by three full-time college graduates, all 
born and raised on farms. Even in moments 
of stress none chews straws. 

WMT — CBS Radio for Eastern Iowa. Na- 
tional representatives, 1 he Katz Agency. 
Affiliated with WMT-TV, Cedar Rapids- 
Waterloo; K-WMT, Fort Dodge; WEBC, 
Duluth. 
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BRITT STRIVES FOR PACKARD 
APPEAL ON CHICKEN CIRCUIT 

Chicago: Advertising men and women should quit hang- 
ing their heads and speak up to the mythologists charg- 
ing the profession with wastefulness, Steuart H. Britt, 
professor of marketing-advertising, Northwestern U., 
said in Chicago Thursday. 

Dr. Britt is author of the new and controversial ad 
analysis, "The Spenders." He spoke before 200 mem- 
bers and guests of the Chicago 
Federated Advertising Club. 

No theoretician but an ac- 
tive advertising practitioner, 
he is a former v.p., Earle Lud- 
gin & Co., v.p. and research 
director of NL&B, and has 
^^^^^ held various positions with 

■ Mc-E., all in Chicago. He is 

S. H. Britt .. ... ... 

currently marketing consultant 

for Leo Burnett and editor of the AMA Quarterly, "Jour- 
nal of Marketing.", 

Britt defends the industry with missionary zealous- 
ness, bitterly resenting attacks on advertising and the 
American business system. He claims that the hair- 
shirt economists have gone far beyond crying huckster, 
now comparing advertising closely to prostitution. 

This is nonsense, says Britt, and the public is not 
bamboozled in any sense of the word. Claiming that the 
day of "caveat emptor" no longer exists, he says now 
the term would best be transposed to "let the vendor 
beware." It's not the FTC that keeps most advertising 
l clean, but rivalry among merchants and the sophistica- 
tion of the American consumer, he says. 

DUNVILLE LOOKS AHEAD TO RADIO 
AFTER 33 YEARS AIR-AD PRO 

Robert E. Dunville, president of the Crosley Broad- 
casting Corp., next Sunday night will receive the first 
Mike award from Broadcast Pioneers, accepting 
I for WLW, Cincinnati, 39-year- 
i old Crosley property which has 
only a six-year edge on his own 
'professional advertising ex- 
perience. He's seen many 
[changes in the evolution of air 
media from radio to tv, but he 
liStill holds firm to radio convic- 
tions which have been with 
him through the years. 

Here's what he told SPONSOR-WEEK in a blend of 
retrospective and forward thinking. 

Our feelings about radio are backed by expenditures 
which are carefully scanned by hard-headed business- 



it 




men! We've just spent several hundreds of thousands 
of dollars for an entirely new transmitter, amplifier and 
studio facilities to produce a true high-fidelity signal. 

"Advertisers, re-evaluating radio, often are startled to 
find it's still one of the most (in some cases. THE most) 
economical means of moving merchandise." 

Terming radio's period one of "re-adjustment," he 
thinks it will "never again become the major source of 
entertainment, but will always be an important con- 
tributor in the field of rapid communication." 

There's more co-op money and 
it's being handled better 

Growing number of advertisers are setting aside co-op 
advertising allowances for tv and radio despite their 
disgruntlement that "they're difficult to control prop- 
erly." 

This is the consensus of members of the Assn. of 
National Advertisers as reported by the trade group 
last week. They agree, however, that radio and tv allot- 
ments are more effectively controlled than other media, 
except papers. And they use tv & radio more than any 
medium except newspapers. 

Other conclusions reported by William 0. Maxwell, 
manager, consumer relations, International Harvester, 
chairman, ANA Cooperative Advertising Committee: 

• 13% of ANA members surveyed make co-op money 
available in radio; 5% in tv. 

• Average of total advertising and promotional budg- 
ets spent on co-op is 15%. 

• In 1960, 58 (of 120 reporting) advertisers increased 
co-op ad money from 1959; 26 noted a decrease; 36 were 
"about the same." 

Trends in co-op were detailed for ANA members in 
Chicago last Wednesday by Edward C. Crimmins, direc- 
tor, planning and sales, Advertising Checking Bureau. 

Noting that co-op "is like an army that's unsure of 
itself — always marching off in several directions at one 
time," he pointed to these trends: 

• A less legalistic approach; 

• Movement of control over expenditures away from 
sales and to the advertising department; 

• Tendency toward tighter, more effective controls 
on co-op money. 

D'ARCY FETES REPS IN FLORIDA 

St. Louis: D'Arcy Advertising, St. Louis, and its client 
Anheuser-Busch, will host a four-day get-together for 
about 85 print and broadcast media reps at Busch Gar- 
dens in Tampa starting 14 March. 

The purpose of the meetings: to brief Chicago and St. 
Louis reps on A-B's marketing objectives for this year's 
Budweiser "Pick a Pair" promotion. 
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WEEKDAY AVERAGE 
RATING 
MONDAY THRU 
FRIDAY 


OVER ALL AVERAGE 
RATING FOR WEEK 
MONDAY THRU 
SUNDAY 


C-TV 


21.2 


20.7 




17.0 


19.5 


<E" 


7.1 


.1 



I Prvfram Appraisal Supplement to National NTI Report for 6 
line February &. 1961. Nielsen 21 Market TV Report. Averate 
Sunday 6.30-11 P.M. Monday through Saturday 7:30-11 P.M. 



Each of the 6 Nielsen TV 
Reports* issued thus far 
in 1961 tell precisely the 
same story: ABC-TV is 
the strong network on 
week nights and the lead- 
ing network all week . 

The trend in '61 is very 
definitely to ABC-TV. 



Florence 



blooms 



Here's a flower of the new 
South, fragrant with the vitality 
of youth, alive with the 
accomplishment of maturity. 
Here's Florence, symbol of a 
unique agricultural-industrial 
area comprising the 
fifth largest single-station 

market in the nation. 



WBTW 

Florence, South Carolina 

Channel 8 • Maximum power • Maximum value 
Represented nationally by CHS Tv Spot Sales 





A Jefferson Standard station affiliated with 
WBT and WHTV, Charlotte 
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How the new 1960-63 talent codes were negotiated 



SAG* 



AFTRA 



ABC 
CBS 
NBC 



NEGOTIATORS 

Unions 
Networks 
Film Producers 



Agency 
Observers 

"Human 
Univac" 



Film Producers Ass'n 

Alliance of 
TV Film Producers 



"Screen Actors Guild "American Federation of Television and Radio Artists 



AAAA 
Agencies 



ANA 
committee 



Non-AAAA 
Agencies 



PART ONE OF THREE PARTS 



SAG, AFTRA, AND TV AD COSTS 

A special report to advertisers, agencies, broadcasters on one 
of tv's most complex and most misunderstood problem areas 



I his week, at 48.1 Madison, 30 
Rockefeller Plaza, and 7 West 66th 
St. in New York, harried network at- 
torneys are trying to put into final 
draft form the union codes and pay 
scales which emerged from last fall's 
bug. exhausting negotiations with 
the Screen Actors Guild and the 
American Federation of Tele\ ision 
and Radio Artists. 

Though the negotiations ended in 
agreement on 3 December 1%0. the 



subjects covered are so complex that 
final contracts will probably not be 
ready for signing until inid-March. 
and printed copies may not be avail- 
able before 1 April. 

Meanwhile, however, agencies, ad- 
vertisers, networks, film and tape 
houses are operating under the terms 
of the negotiated agreements (the 
new contracts will be dated a> of If) 
November 1960 and will run for 
three \ ears l and also meanwhile a 



storm of bitterness, criticism, fear 
and misunderstanding ha> been gath- 
ering about the bead? of the o\cr- 
worked executhes who took part in 
the negotiations. 

Among the most frequent com- 
plaints are these : 

• " The network* sold even body 
else dow n the river in order to feath- 
er their own nest.'' 

• ''Talent costs for spot t\ have 
gone up 1500' [ (or morel. Spot 
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'Background for Understanding' — history of 
union parleys on radio and tv talent costs 



can t compete with network any 
more.* 

• "The union* got asvav with mur- 
der because no one had the guts to 
Maud up lo them." 

• 'The small regional advertiser 
got rooked the hip hoys didn't care 
what happened to him." 

• "Why weren't the stations" rep- 
resented? Win shouldn't RAM. TvB. 
or SUA negotiate when spot is in- 
volved, rather than the networks?'' 

• "The big Ww York agencies 
teamed up and gave the out-of-town 
shops the short end of the stick. " 

• "It's outrageous for some two- 
bit actor to be making $75,000 a year 
for appearing in a spot I\ commer- 
cial. The whole principle of 'repay- 
ments to performers is wrong." 

• "The networks did a lousy job." 

• "The agencies did a lousy job." 

• "'The film producers did a lousy- 
job.'' 

• " I he unions did a lousy job." 

• "There ought to be a better way 
lo handle all this." 

With the exception of the last, 
every one of these complaints is 



based, at least in part, on misinfor- 
mation or on a misunderstanding of 
the incredibly complex and difficult 
problems which are involved when- 
ever the forces of radio/tv advertis- 
ing sit across a bargaining table with 
SAC and AFTR A representali\ es. 

A careful check hy sponsor edi- 
tors show's that while the new SAC- 
AFTKA agreements will substantial- 
ly increase the talent costs for spot 
tv film commercial.*; I though not tv 
tape* there is no grounds for believ- 
ing that "fantastic'' increases of 
1000^ to 2000", or more will ever 
take place (except under certain rare 
and exceptional cases which will he 
explained later.) 

Nor is there any reason to fear 
that the new union contracts will 
make it impossible for spot tv to 
compete with network. An excep- 
tionally clear analysis of the new 
and old union rates by M. L. \ier- 
nian. v.p. The Petry Company, is 
summed up in this statement. "It is 
our conclusion that spot is still the 
most efficient buy and that networks 
become a distinct factor onh in the 



$3000 FOR JUST TWO DAYS WORK 

A MAJOR CAUSE of friction in all negotiations involving the use 
of actors, announcers and singers in tv commercials are the so 
called "repayment" fees. 

Both old and new SAG-AFTRA codes call for "session" fees 
for the original filming or taping of a spot, and "repayments" 
to talent depending on where and how many times it is used. 

Many agencies and advertisers believe these repayments are 
too high, some even question the repayment principle. 

They cite such cases as these, taken from the files of a lead- 
ing New York Agency: 

*Child Actor (pre-school age) . . . worked two days, took part 
in four soap commercials . . . Received in 1960 . . . $3000. 

* Announcer . . . worked 26 days on commercials for a detergent 
account . . . received in session and repayment fees during 
1960 . . . $19,500. 

Despite such examples, however, the case against repayments 
is far from clear-cut, as the SPONSOR series will show. 



pricing of their -pot carrier.-, not be- 
cause of any advantage they have in 
commercial film as covered hy the 
union contracts."' 

Most agen<\ media men. checked 
hy spo.Xsou agree with this, at least 
to the extent of saving that in fu- 
ture the choice between network and 
spot will not be based on union tal- 
ent tort differential* but on "more 
significant factors." 

Despite such assurances, however, 
there still lurks in the minds of manv 
agency men, advertisers, station op- 
erators and station representatives, a 
suspicion that the SVC-AFTHA ne- 
gotiant ns left something to be de- 
sired. 

Aetualh, few subjects in the entire 
industry are as shrouded in murky 
obscurity as are talent union rela- 
tionships, particularly those involv- 
ing tv commercials. 

\ spokesman for the Association 
of National Advertisers told SPONSOR 
"1 don't suppose there are 20 men in 
all our member companies who real- 
ly understand this thins." 

On the agency side, the situation is 
somewhat better. 1 here does e\isi. 
within the 1 A's. a small croup of 
highly trained agency men with spe- 
cialized "expertise" in talent union 
negotiations. Rut e\en here, the ig- 
norance of the average agency ex- 
ecutive, and particnlarlv of agenev 
managements is ''appalling'* accord- 
ing to the radio/tv v.p. of a top 10 
shop. 

Certainly few of the dedirated 
members of the agenc\ "Observer 
Committee" or their indefatigable 
"Human I nivac" assistants, who de- 
\ oted a succession of 16-hour days 
to the negotiations last fall. ha\ e e\ er 
received their deserved recognition 
from either the industry or their own 
firms. 

Among station owners and station 
represenlati\ es. sponsor has discov- 
ered a vast area of ignorance about 
"Win the negotiations are conduct- 
ed as the\ are."" And even network 
executives with wars of experience 
in union matters frequently ask. 
"Isn't there some better way ? 

One thing, at least, high raiikinp 
W \. 1A. and network men do agn'( 
on "there should be more know I 
edge of the subject, and much mon 
discussion." 
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EDITORIAL 



A contribution to the industry 



^JroNsoij if particularly proud ami happy 
to promt this series of articles, on ""SAG. 
AFTKA, and Tv Atl Costs." 

We embarked on this project at the re- 
quest ol a number ol our friends among 
advertisers, agencies and broadcasters who 
assured lis that it would make an important 
industry contribution. 

Far too little is known about the com- 
plicated mechanics of union negotiations 
on talent matter.- involving radio and tv 
advertising. 

Par too much criticism, and far too 
many misunderstandings have arisen. And 
there has been far too little discussion of 



this complex and legally technical subject. 

We hope that these articles will throw 
needed light on a very obscure facet of 
our business. And we urge their careful 
reading. 

Our own position can be stated vcr\ 
simply. We believe that the air media 
must be kept practical, efficient and profit- 
able, and we believe that talent employed 
in radio/tv advertising must be dealt with 
fairly. 

Our aim in litis scries is to provide ob- 
jective reporting and analysis of a difficult 
and puzzling problem not to takes sides or 
to act as anyone's advocate. 



In this scries on SAG, AFTRA. 
and 7Y Atl Costs. sro.NSOU is attempt- 
ing to provide information and to 
stimulate discussion about a subject 
| on which few agencies, advertisers, 
networks, or even trade associations 
are free to make official public state- 
ments. 

In preparing for the series Scon- 
SOl! has held high-level, ofl-the-record 
talks with important executives in 
every phase of the industry con- 
cerned with these negotiations, as 

, well as with union officials. 

1 he balance of this first article 
outlines certain historical "Back- 
ground for Understanding" which 

jwe believe is necessary for an in- 
telligent approach to the problem. 

Part 11 I issue of 27 Feb.t will ex- 
plain "How the 1%0 negotiations 
were held and what happened."' Part 

fill tissue of 6 March I will discuss 

l"ls there a better way?" and will 
outline several proposals that have 



been advanced for changing the ne- 
gotiating structure. 

Background jor Understanding 

To understand clearly the tangled 
and. some outsiders feel, incompre- 
hensible structure of talent union 
negotiations involving broadcast ad- 
vertising, it is necessarv to go back 
21 years. 

It was in 193!! during the second 
Roosevelt Administration that agen- 
cies and advertisers were first con- 
fronted with demands to negotiate 
contracts with talent unions, and old 
timers in the business can remember 
the panic it caused. 

Some agency men. such as C. J. 
LaKoche. then v.p. of Young and 
Kubicam. later head of his own agen- 
cy, were almost violently" opposed to 
the idea of anv union for actors, an- 
nouncers, and singers and gave some 
rather impassioned speeches on the 
subject. 

Cooler agency men. such as the 



late Leonard Push, then v.p. and 
treasurer of Conipton and thereafter 
for years a power in AAAA councils 
on union matters, recognized the in- 
evitabilitv of unionization under New 
Deal policies and organized the first 
agency committee to deal with the 
problem. 

The new union was the \inerican 
Federation of Radio Artists ( AFRA 
w Inch later became \FTRA ) and 
from the outset of talk it was appar- 
ent that there would be trouble in 
determining who should sign con- 
tracts. 

There were two principal reasons 
for this, one the strncture of the 
radio business of that time, and two, 
the position of main large radio ad- 
vertisers regarding unions. 

AFTRA's original drive wa» for 
codes and pav scales covering net- 
work radio programing. This meant 
essentially live program.- I recordings 
were not allowed on network- in 
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those da\> ) and il meant basicalh 
programs originating in New York, 
Chicago, or Hollywood. 

Within this framework, however, 
there were wide variations in llie way 
in which actors, announcers and 
singers were employed. 

The networks themselves hired 
such talent for sustaining programs, 
and were also packagers of a num- 
ber of programs sold to advertisers. 
Advertising agencies also packaged 
sonic programs I independent pack- 
agers were relatively unimportant in 
those da)s) and many agendo made 
it a practice to hire announcers and 
other talent for commercials direct. 

The problem, therefore, was to find 
some focal point for contract nego- 
tiations which could cover all the 
different phases of the business. 

In a sense the solution was forced 
by the attorneys for several large na- 
tional advertisers. These corpora- 
tions took the position that neither 
they nor their agencies could sign 
contracts with AFKA because of the 
possible effects that such agreements 
might have on their own union rela- 
tionships (Or lack of them) in their 
own plants. 

An advertiser who had a contract 
with a CIO union, for instance, was 
jittery about signing with AFKA. an 
AFL union I the two labor giants had 
not then merged I because of possi- 
ble union embarrassments. 

An niiuiiioni/ed corporation shied 
away from agreement* with radio 
talent le.-l il provide a foothold for 
future unionization of his own fac- 
tories. 

Accordingly, a kind of ''legal fic- 
tion" wa* de\i>ed in the early \F1!A 
negotiations, namely that the net- 
works were the employers of all *nch 
talent and should be the only signers 
of AITi \ contracts. 

To support this "legal fiction" it 
was arranged that the networks 
would negotiate the union contract 
in consultation with agencies, and 
that a condition of their signing 
would be the delivery of "'letters of 
adherence' from the agencies to the 
networks, agreeing to abide b\ the 
negotiated terms. 

Essentially*, this i> the same <\s- 
'em that is followed today, and cs- 
'-initially, according to most experts. 
( I'leirxf turn to puge -V) I 



HOW PEPSI'S WEB 
UMBRELLA WORKS j 

^ Cola firm puts most of $12 million national budget 
into new push embracing all major radio/tv networks 

^ It gives bottlers reams of radio/tv commercials 
and print ads, expects to elicit $22 million ad response 



I oday (20 February) network ra- 
dio pops the cap off l'epsi's 1961, 
spotlight-on-youth campaign. Net- 
work tv joins the party 5 March, and 
for the rest of the year the broadcast 
segment of Pepsi's national-local $34.- 
000.000 extravaganza (>ee SI'ONSOK 
WEEK. 13 February), will keep the 
air waves fizzing daily with commer- 
cials of just about ever) type, length 
and adjacency known to man. 

On the national level some $12.- 
000.000 is in work (through BBDO I 
with broadcast's share of the media 
outlay well over 50^7. The network 
tv and radio, pins magazines and 
newspapers, are a "national advertis- 
ing umbrella" for the Pepsi-Cola 
Co.'s 500 bottlers, in the words of 



John J. Soughan. v. p. -director of mar- 
keting services. Bottlers are expected 
to respond with about $22,000,000 
worth of advertising locally — well 
over the co-op prov isions. 

Here i> a run-down on the web ef- 
fort and measure? Pepsi is taking to 
maximize bottler participation. 

Out of network tv for four years, 
Pepsi is back because it wants to 
reach the w idest possible audience for 
it? new copy line, and the youth pitch 
readily lends itself to video. Soughan 
explains. Initially it's 11 weeks of 
prime nighttime participations, three 
per week, spread among: Aquanauts 
I CBS I : The Americans. Laramie and 
The Outlairs (all \HC I : The Asphalt 
Junsle: Cheyenne, and The Islanders 



He paves the way for Pepsi's bottlers 




JOHN J. SOUGHAN, v.p.-director of 
marketing services for the Pepsi-Cola Co., 
carries much of the responsibility for pro- 
viding bottlers wtih national advertising 
support and locally-oriented materials 
that simplify the bottlers' advertising [ob 
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(all AI1C). 

Toward t lie end of the all-network 
drive. Pepsi's peak selling season lias 
its beginnings, and to furnish an ex- 
tra boost, the advertiser lias lined up 
a nmsie-v ai iet) speeial on 2<i April 
ABC TV starring Jane Powell. The 
screen 'l\ star plays a large role ill 
Pepsi's tv plans, appearing in some of 
the commercials during the March- 
Way spot-carrier drive and slated for 
a situation coined) series which the 
soft drink manufacturer will co-spon- 
sor beginning next fall. On the prob- 
able list for next fall is another tv 
special for which Pepsi is foraging. 

The four major radio networks are 
earning a total of some 110 an- 
nouncements per week and will be 
doing so into April. Come late Ma\. 
tv takes a hiatus and radio resume!., 
cam ing through August. Longer an- 
nouncements are concentrated in the 
first radio flight, to familiarize listen- 
ers with the new pitch. All broad- 
cast activities were supervised by 
Richard Sears, senior a.e. at 15151)0. 

The kev to the audio, for both tv 
and radio, is Pepsi's adaptation of 
■'Makin' Whoopee." hit song from 
the twenties and a standard ever 
since. The coinpaiu chose a familiar 
tune in order to reach audiences im- 
mediately, rather than r pend time 
getting them used to a new melody, 
points out Soughan. In keeping with 
the vouth theme. Pepsi commissioned 
20-\ ear-old recording star Joannie 
Sommers to do most of the singing. 

The v ideo revolves around youth in 
action — bowling, dancing. i*w burning, 
drinking Pepsi. Under the direction 
of Irving Penn. renowned photogra- 
pher, the film commercial.- play up 
offbeat camera angles and light- 
shadow effects — designed to make a 
lasting impression on the viewer. 

One of the two sets of commercials 
to be used in the opening net drive is 
available for Pepsi's bottlers. As for 
radio announcements. Pepsi has 
pulled all stops, providing myriad sets 
of lyrics to the "Whoopee'' theme, 
some custom-tailored for specific 
communities Those bottlers who 
wish, can send in names of local 
points of interest, streets, etc.. and 
BRDO will turn out a Iv ric to be cut 
by Joannie Sommers. Result: a pro- 
fessional e.t. the local bottler could 
lever create on his own. ^ 



Photographic artistry delivers Pepsi's 
new spotlight-on-youth copy approach 




NOW IT S PEPSI . . . FOR THOSE WHO THINK YOUNG 

i> the slogan that pervade.- Pepsi vo\n in all media. On tv. as 
well as radio, it'- .-ling to the tune of "Ma kin" Whoopee," which 
the soft drink manufacturer ha- taken over for its 1961 air media 
ranipnign. The unusual lighting effect.- and clo-e-up techniques 
with head-top ehop-offs are the work of Irving Perm, noted photog- 
rapher, who directed the new IVp-i tv commercials. The film -pots, 
currently are on view via prime evening time -pot carrier pro- 
graming on all three telev i-ion networks." 
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How agencies determine reach of spot radio campaigns 

1 COMMISSION studies by ratings services— Although costly (between $100-$200 per market), Nielsen 
or Pulse could run a special tabulation on the top station in the market, then the top two, then the 
top three, to measure variations in cumulative audience. Individual cumes also could be compared. 



2 LUMP TOGETHER fixed samples— Except New York, where Nielsen Audimeter sample is adequate 
for a single market study, you can find out if you're reaching a desired audience by lumping fixed 
samples of several markets, to get enough sample. Ratings services will make such tabulations. 



3 REFERRING to past studies — Many agencies compile audience data from past campaigns that they 
have done or from studies made by the ratings services for the agency. There also is a heavy reli- 
ance on ratings, and gross rating points, for want of any other readily available audience information. 



4 OFFERING of premiums — Some agencies offer premiums which help measure effectiveness of the 
spots. Guarantee card-questionnaire combinations can supply who buyer is, when and on what sta- 
tion he heard the spots, and also act as a measurement of the sales effectiveness of the campaign. 



5 STUDIES furnished by reps and stations — Agencies also rely on studies made by stations and reps. 
Among those mentioned by agencies which have done audience duplication and reach studies re- 
cently are Peters, Griffin, Woodward, Adam Young, Crosley, CBS Spot Sales, WOR N. Y., WJR Detroit. 



Radio spot reach tough to gauge 



^ Past experience and a feel lor the spot market play 
an important part in many agency spot radio decisions 

^ Agency researchers are seeking more qualitative 
research and larger fixed samples in spot radio markets 



^The problem of measuring llie 
reach ami muliiplieated audience of 
a spot radio rampaign is not as easv 
to solve as it sonnds. More than 
they'd like to admit, man) agency - 
mi'ii lend lo relv on a combinal ion of 
intuition and experience rather than 
specific facts. Sonic of the main rea- 
sons for this are: 

• Information is not reailih avail* 
aide. 

• Ratings services don't supply 
this information as part of their reg- 
ular ratings reports. 

• Commissioning of •Mich studies 
in he an expensive proposition. 

• Individual market data on reach 



is not considered sufficient 1\ accurate 
by main agencies. 

While ratings information is almost 
alwavs used in spot radio derision- 
making, it I)} no means answers all 
(piestions. Oilier dala. sneli as dupli- 
cation, must he analyzed, and there is 
no regular reporting of lliis in spot 
radio. Most agency men indicated to 
si'on»ok thai the one thing they would 
like to see most from the research 
services, in addition lo heller ratings, 
is more qualitative information. 

Despite the cost, agencies do under- 
take studies for specific clients' to de- 
termine reach and frc<|iieucv of a 
campaign. Kenvon & ICckhardt, for 



example, which does not believe that 
ratings samples and methods in most 
local markets are adequate for homes- 
reaehed in format ion. has undertaken 
Mudies for several of its clients using 
a national sample to measure spot. 
Such a sludv for one spot market 
alone is often too costlv in terms of 
benefits' received. 

A Kenv on & Fekhardt homes- 
reached sludv for Sprv . made bv Niel- 
sen was done after the fact, but is 
Ivpical of similar studies which other 
agencies have commissioned and use 
as guides for oilier clients. The tabu- 
lation in KM'1"> Sprv sludv was de- 
signed lo measure the coverasie and 
freqiienev attained by Sprv radio 
schedules. Nielsen divided the spot 
Schedule into three time segments and 
tabulated the cumulative four-week 
coverage of different pairs of daytime 
segments. It broke down coverage 
and frequency as well as household 
characteristic-; in terms of times of 
day. 
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K&KV vice president and associate 
met 1 in director Man \nlouow -k\ 
firmly believes thai "in spot yon can't 
alvvavs measure duplication acenrate- 
l\ . To get a good line on radio dupli- 
cation ur eti Hilda live audience you 
lia\e to have something like \1515 s 
diarv 01 Nielsen'-. Andiiuetei. In 
other words \ on need a fixed sample 
and there is none of worthwhile size 
existing for am of the smaller local 
radio markets." he said. 

"Another hip prohlem in radio re- 
Ipareh."' said Antonow.-kv. "i-. though 
on the out" hand \oii have a fixed 
sample, where there are diaries you 
don't know exactly what station the 
listener was tuned to because of simi- 
larity in programing between some 
stations in a market." 

I he ratings ser\ ices which provide 
basic spot radio information are Niel- 
-en. l'nl-e anil Hooper. Nielsen will 
-upplv cumulative figures in three 
hour day parts basing it on five-day 
periods and then oxer four-weeks. 
Nielsen also will report a stations 
reach in total homes. Nielsen's meth- 
ods are ludimeter. Record hneter and 
diar\ . 

Pidse supplier day-part cuuies on 
a daily and five-day period basis, 
l'nl-e. which uses personal interviews 
also reports on audience eharaetovi*- 
lit*«. Hooper supplies information 
li*tenci'.-hip through the coincidental 
telephone method. 

One rating service told si'ox.-uii 
there is great talk of doing awav with 
ratings in spot radio and stressing 
cumulative audience figures. 

The big problem for agencies, of 
course, is how to get the most out of 
a given budget. Theoreticallv . if a 
mas* market advertiser buys X 
amount of i»pots on X number of sta- 
tions to reach X percent of the mar- 
ket, over a long term he will reach all 
of the market, \nother slightly less 
technical theory is that if vou buy 
very heavily, over a certain period of 
time, von are hound to hit all the 
homes in the market. 

Until of these methods are obv ious- 
lv economically unfeasible. 

How therefore do agencies go 
about getting the most practical 
homes-reached estimates out of spot 
radio. 

"If its a fairly broad market reach 
>ve re after," one agenev executive 
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said, "onr approach would be to n-e 
several stations for each market 
perhaps a> many as four -taliotis in 
a market like New ^ ork. three in the 
other lop market-., and two in the 
-mallei market*. We never think in 



terms of one -tatioii. 

"It i- gcucrallv recognized that a 
■station ha- a total potential reach 
that oidinarilv i-u I more than one. 
third of all home- in a market even 
if it - the lie-t -tatioii. ' he continued. 



Measurement of spot radio's reach 

COMPARING GROSS RATING POINTS 



SCHEDULE SCHEDULE SCHEDULE SCHEDULE 
I I 3H IE 




COMPARING UNDUPLICATED CUMULATIVE AUDIENCE— 
PERCENT OF DIFFERENT HOMES REACHED PER WEEK 



SCHEDULE SCHEDULE SCHEDULE SCHEDULE 
I I M JSL 

22.5% 




BUYING the same number of rating points, in different schedules, 
can achieve extremely different results, as these charts, prepared 
by Nielsen from their ratings information, illustrate. While 
schedule one, with 24.7 gross rating points, offers the greatest 
reach, schedule four (24.2 rating points) gives the most frequency. 



"Willi a rea-iouabh heavy rotation 
of spot-, Nielsen could measure on a 
composite basis how vou can eventu- 
al!) rearli all homes that a elation can 
reach." lie said. 

Here's Iiott -Mogul. Williams & Sav- 
ior, a heavj Ppnl radio agency, plans 
and implement* its spot radio cam- 
paigns. 

"The first step is taken by a plans 
board consisting of account super- 
visor and/or account executive, mar- 
keting director and research direc- 
tor," said Leslie L. Punier, vice presi- 
dent and iliieetoi of radio/tv. ■■De- 
pending on the account and how far 
the creative thinking has gone, we 
mav living; in the timebuver, he said. 

''W e have no preconceived notions 
that v\e have to u?e X many spots and 
X many rating points," said Duniev, 
adding, "this v aries by pioduct: some 
need saturation, other* don't."' 

Mogul has. in addition to a re- 
search arm. a media research depart- 
ment which works closely v\ith the 
media group. "It is possible to de- 
termine nnduplicaled audience."' said 
Mogul s research director Dr. Harvey 
Queen. "If we're attempting to reach 
large undnplicated audienees we d try 
to get on a combination of stations 
which do not carry the same #uuml. * 
Mogul is empowered by it* clients, 
once the budget is agreed to. to im- 
plement the campaign in the agreed 
media as best it can. "The client 
doesn't find out what the buvs are 
until after lhe\ are made, permitting 
us to do a better job because it gives 
us the flexibility to change things 
without client meetings, said Dunier. 

la measuring reach and effective- 
ness of its >pot campaigns Mogul does 
special client studies. For example, 
the agency run* an annual test for 
National Shoes which "provides us 
with a far greater sample than anv 
research service offers."' The test is 
in the form of a keyed discount offer, 
keved to tell what station and what 
time announcement was heard. 

Mogul aUo runs a continuous siirdv 
for Uayeo auto seat covers, in the 
form of a guarantee card-question- 
naire which customer filL out while 
waiting for his l'avco order to be 
filled. On this questionnaire he tells 
w hit media made him aware of Hav- 
en, ;ind if radio, what station, pro- 
gi h i. time, dav, etc. 

1 I'lciisc turn h> jxiLiC 61 ^ 



82 JUDGES SET FOR 

^ Tv Commercials Council named for second American 
TV Commercials Festival; John Cunningham is chairman 

^ Festival entry deadline 1 March; selection of year's 
hest will begin 7 March, winners shown 4 May in N. Y. 



^^n 7 March advertising men will 
begin to meet in groups of ten for a 
task which challenges all their pro- 
fessional judgment: to look over tens 
of hundreds — perhaps thousands — 
of tv commercials in order to select 
the best of 1960. 

Kev executives of agencies, adver- 
tisers, stations, and trade publica- 
tions — a Tv Commercials Council 
comprised of l\2 in all — will serve as 
the advisory and executive board to 
judge the second annual \ineriean 
Tv Commercials Festival. 

Winners of "Hest*' and "Special 
Citation'' awards will be shown on 
Thursday, 4 May. at the Hotel Roose- 
velt in New York City. Entries will 
compete in several wajs: 1) in prod- 
uct classifications, 2) for type of ad- 
vertising achievement, ami 3) for 
production craftsmanship. 

This year the second festival will 
be presented entirely by director 
Wallace A. Boss, co-founder of the 
annual event in I960. 




FESTIVAL director Wallace A. Ross expects 
entries this year to exceed I960's mark 



The regular deadline for submis- 
sion is 1 March. 

The 1961 festival will be more in- 
clusive than i960** in several ways. 
More attention will be paid to local 
advertisers and their commercials. 
Two new citations will be made: best 
local commercial, and best retail 
store commercial. 

The advisory board and executive 
board will also contain many impor- 
tant new members, better represent- 
ing advertisers, agencv. management 
and advertising production, eopy, 
and art areas. 

There will be about 30 new advis- 
ors and judges serving on the Tv 
Commercial* Council this year. 

An agencv advisorv board has 
been created with John P. Cunning- 
ham of Cunningham & Walsh as 
chairman. Its members are Barton 
A. Cununiugs of Comptori. lirvan 
Houston of FRC&H. Charles Feld- 
nian of *! &R. and Margot Sherman 
of McCaiin-Eriekson. 

There will also be an advertisers' 
advisorv board. New council mem- 
bers on this board include J. E. 
Bnrke of J&J. E. I'. Genock of East- 
man Kodak, and Karl W. Schullin- 
ger of American Tobacco. 

"I he executive board of judges has 
also been expanded considerably. 
New members include Arthur Rell- 
aire of l!l!l)0. Victor Bloede of R&R. 
Dave HolTcy of MeC-E. Jay E. I Jot- 
tomlev of C. J. LaRoche. Anthony 
C. Chevins of CSW. Joseph R. Daly 
of DDR, Lincoln Diamant of 1)&C, 
Lawrence E. Dril'ont of Tracy-Locke, 
Fred Flanagan of KSE. l'ierre R. 
Garai of OHM. Robert Gage of DDR, 
William R. Gibbs of JWT. Patricia 
11. Grossman of McC-E. Jeanne Har- 
rison of MW&S, Kensinger Jones of 
G-E. Lawrence Lalielle of Knox- 
Reeves. Cherie Lee of MeC-E. David 
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TV COMMERCIALS FESTIVAL 



Members of Tv Commercials Council for Second Festival 

ADVISORY BOARD-AGENCIES 

John P. Cunningham, Chairman, Cunningham & Walsh 
Barton A. Cummings, President, Compton Advertising Charles Feldman, Senior VP, Creative Director, Young & Rubicam 

Bryan Houston, President, Fletcher Richards, Calkins & Holden Margot Sherman, VP, Ch Creative Plans Board, McCann-Erickson 



ADVISORY BOARD- ADVERTISERS 



J. E. Burke, VP, Merchandising, Johnson & Johnson 

Richard E. Dube, Mgr Broadcast Prodn, Lever Bros. 

James S. Fish, VP Director Advertising, General Mills 

E. P. Genock, Television Manager, Eastman Kodak 

M. M. Masterpool, Advertising Mgr, Housewares Div, General Electric 

Ralph P. Olmstead, VP Advertising Director, Kellogg 



Julius Rudominer, VP Advertising & Sales, Rayco 

Harry F. Schroeter, Director Advertising, National Biscuit Co. 

Karl W. Schullinger, Asst to Advtg Mgr, American Tobacco Co 

Douglas L. Smith, Advertising-Mdsg Dir, S. C. Johnson & Son 

Alfred Whittaker, Advertising Director, Bristol-Myers 

R. W. Young, Jr., VP Dir Mktg, Hshld Pdcts, Colgate-Palmolive 



EXECUTIVE BOARD OF JUDGES 



Beatrice Adams, VP & Creative Dir, Gardner, St Louis 

Ben Alcock, VP Assoc. Creative Dir, Grey Advertising 

Arthur Bellaire, VP Asst Copy Ch, B'cast, BBDO 

Herman Bischoff, TV Art Director, Lennen & Newell 

Victor Bloede, VP Creative Director, Benton & Bowles 

Dave Boffey, VP Regl Creative Dir, McCann-Erickson, S.F. 

Jay E. Bottomley, VP TV, Radio, C. J. LaRoche 

Frank Brandt, VP TV Commercials, Compton 

Alexander E. Cantwell, VP Head Radio, Live, Tape Prodn, BBDO 

Anthony C. Chevins, Senior VP Copy, Cunningham & Walsh 

Andrew V. Christian, VP Exec Producer TV, Warwick & Legler 

Joseph R. Daly, VP Acct Superv, Doyle Dane Bernbach 

Lincoln Diamant, VP Radio-TV, Daniel & Charles 

Allen Ducovny, Dir Broadcast Prdn, D'Arcy 

Lawrence E. DuPont, VP Radio, TV, Tracy-Locke, Dallas 

Fred Flanagan, VP Group Head, Kenyon & Eckhardt 

Mark A. Forgette, Mgr. TV Comml Dept, J. Walter Thompson, Chicago 

John Freese, VP Commercial Production, Young & Rubicam, Hwood 

S. J. Frolick, Senior VP & TV, Radio Dir, Fl. Richards, Calkins, Holden 

Hanno Fuchs, Copy Superv, Young & Rubicam 

Pierre R. Garai, VP Copy Superv, Ogilvy, Benson & Mather 

Robert Gage, VP Art Director, Doyle Dane Bernbach 

William R. Gibbs, Superv TV Commercials, J. Walter Thompson 

Patricia H. Grossman, Copy Group Head, McCann-Erickson 

G. David Gudebrod, Mgr, Film Prodn, N. W. Ayer & Son 

Bernard Haber, VP Head Film Prodn, BBDO 

Jeanne Harrison, Exec Producer, Mogul, Williams & Saylor 

Paul Herriott, TV Comml Prdr, Young & Rubicam, Toronto 

Rollo W. Hunter, VP Dir TV/Radio, Erwin Wasey, Ruthrauff & Ryan 

Kensinger Jones, VP Creative Director, Campbell-Ewald, Detroit 

Lawrence LaBelle, TV Art Director, Knox Reeves, Minneapolis 

William LaCava, VP Commercial TV, Cunningham & Walsh 

Mark Lawrence, VP TV/Radio, MacManus, John & Adams 



Cherie Lee, Assoc Creative Dir, McCann-Erickson, Chicago 

William W. Lewis, VP Account Supervisor, Maxon 

David B. McCall, VP Assoc Copy Chief, Ogilvy, Benson & Mather 

Suzanne B. Malkus, Copy Group Dir, N. W. Ayer & Son, Phila. 

James Manilla, TV Prodn Superv, McCann-Erickson 

Robert Margulies, VP Comml Broadcast Prdn, Ted Bates 

Robert S. Marker, VP Creative Director, MacManus, John & Adams 

Arthur C. Mayer, Copy Director, Hicks & Greist 

Gordon Minter, VP Radio TV, Comml Prdn, Leo Burnett, Chicago 

Newt Mitzman, VP TV Comml Prodn, Ogilvy, Benson & Mather 

Carl Nichols, Senior VP, Cunningham & Walsh 

Roger Pryor, VP Broadcast Prdn, Foote, Cone & Belding 

Richard R. Rendely, Exec Producer, Hicks & Greist 

Phyllis Robinson, VP Copy Chief, Doyle Dane Bernbach 

Marshall G. Rothen, Tech Dir, Creative Svces, Kenyon & Eckhardt 

Alvin N. Sarasohn, VP Creative Group Head, Kenyon & Eckhardt 

Jack Sidebotham, VP TV Comml Prodn, Young & Rubicam 

K.C.T. Snyder, VP TV, Radio Creative Dir, Needham, Louis & Brorby 

Bruce Stauderman, VP TV-Radio-Film, Meldrum & Fewsmith, Cleve'nd 

H. B. Stoddart, VP TV-Radio Group Head, Kenyon & Eckhardt 

Stanley Tannenbaum, VP Copy Group Head, Kenyon & Eckhardt 

Alan M. Ward, VP Copy Chief, BBDO 

Gordon Webber, VP Dir Comml Prodn, Benton & Bowles 

Hooper White, Mgr. Comml Production, Leo Burnett 

Donald Widlund, VP International Prdn, J. Walter Thompson 

Samuel C. Zurich, Superv Radio & Live TV Prodn, N. W. Ayer & Son 

Larry H. Israel, VP Gen Mgr TVAR Sales (Westinghouse) 

John Vrba, VP KTTV, Los Angeles 

W. Richard Bruner, Executive Editor, PRINTERS INK 

Harry Wayne McMahan, TV Consultant, columnist, ADVERTISING AGE 

John E. McMillin, Executive Editor, columnist, SPONSOR 

Merrill Panitt, Editor, TV GUIDE 



B. McCall of OBM, Suzanne B. Mal- 
kus of Ayer. 

Also, James -Manilla of McC-E. 
Robert Margulies of Hates, Robert S. 
Marker of MJ&A, Arthur C. Mayer 
of H&G. Newt Mitzman of OBM, Carl 
Nichols of C&W, Richard II. Rendelv 



of H&G, Alvin X. Sarasohn of K&E. 
Jack Sidebotham of Y&R, Bruce 
Stauderman of Meld ruin & Fewsmith. 
H. B. Stoddart of K&E, Stanle\ Tan- 
nenbaum of K&L. Alan M. Ward of 
BRDO. and Donald Widlund of JUT. 
New judges representing stations 



are Lam 11. 1-rael of Tv \R am! 
John Vrba of KTTV. In- Angele- 

New members from trade and ion- 
dinner magazine- are \V. Rirhard 
Bruner of Printer's Ink and Merrill 
Panitt of TV Guide. 

I Heme turn to page (>2) 
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PART ONE OF TWO PARTS 



HOW RADIO WORKED FOR S. C. 



^ 'Fibber McGee and Molly' >vas the backbone of S. C. 
Johnson & Son's air campaigns for a decade and a half 

^ Company embraced radio cautiously, but was an 

i. 

avid user by the late 30\s. Spot radio also played a role 



S. C. Johnson &• Son has been one 
of the on I si finding users of air media. 
Its radio ' tv %tory goes bark three 
derades. This article, the first of tiro 
on the /inn. covers its past history, 
with particular emphasis on radio. 
The second story, to appear shortly, 
will discuss Johnson's use of Iv and 
its current marketing strategies, par- 
ticularly in connection with its intro- 
duction of new products. 

SKACIXK, WIS. 
■ C. Johnson & Soil, today 
among network t\ s top 25 advertis- 
ers with a spoNsou-ostiniated $12 
million annual investment in. five 
alternate-* eek half-honrs celebrates, 
ils 7.">tli anniversary this year. 




S. C. JOHNSON, above, who founded firm 
in 1886, originally made parquetry flooring, 
turned to wax as a result of constant con- 
sumer requests about care and maintenance 
on floors. H. F. Johnson, right, present 
chairman of the board, is a grandson of the 
founder. The company's first wax product 
jis Johnson's paste wax. Its first ad was 
placod in the November 1888 issue of 'Cen- 
tury Magazine.' Other magazine ads followed 

16 



From its past emerges a chronicle 
of air advertising that had more than 
a little to do with the company's 
growth and development. Of tin's 
record, the standout fact is its mem- 
orable sponsor-identification impact 
during network radio's hevdav: the 
15 j ears of Fibber McCee and Molly 
for Johnson's Glo-Coat. 

Twenty-six years ago I 16 April 
1935) Johnson introduced Fibber 
and Molly on 11 stations of NliC's 
nine Network (later to become 
ABC). The half-hour cost Johnson 
82.600 in network time charges, phis 
$1,960 for talent— a total of $4,560. 

Today Johnson picks up a tv tab 
of about $125,000 per half-hour for 
its prime network property, Red 



Johnson family has 
been running wax 
firm for 75 years 




Skehon. a CHS TV-cnnt rolled show. 

Established in lf!f!6 by S. C. John- 
son, a highb skilled craftsman, the 
firm originally manufactured par- 
quetry flooring. Inquiries from cus- 
tomers seeking advice on care and 
maintenance for Johnson's floors led 
him. very naturally, into the wax 
business. Thus. Johnson's early suc- 
cess rests on the very foundation of 
successful advertising: recognizing a t 
specific consumer need and fulfilling 
it. Needless to say. it is an attitude 
that remains the touchstone of the 
company's marketing philosophy. 

Johnson's first advertisement of 
record appeared two years after the 
company's founding, in the Novem- 
ber 1 !!!!!> issue of Century Magazine. 
It was soon followed by others in 
leading publications of the day: 
Scrjbners. Everybody' s. NcClures, 
el a I. The Saturday Evening Post 
claims Johnson as its eleventh oldest 
advertiser. 

Il\ 1926 Johnsons annual adver- 
tising budget had climbed to the $1 
million figure, and until 1931. was, 
not surprisingly . devoted entirely to 
print. 

W illiam X. Connolly. S. C. John- 
son & Son vice president and direc- 
tor of advertising from 1930 through 
195b tells of the company's early 
(bill conservative) interest in radio: 
'"We had Hatched the medium's 
growth as an advertising force for 
several years, but were not ready to 
consider am very large expenditure 
without being sure of what it could 
do for us. 

Johnson's first radio entry was a 
13-week, half-hour remote broadcast 
of Ted \\ Veins' orchestra from Chi- 
cago s Vragon ballroom. 

"It v\as a modest venture." says 
Connolly, "and mv recollection is 
that we were pleased with sales re- 
sults. Still we were not ready to 
commit any considerable part of our ■ 
advertising budget to radio. 

liv 1932 Johnson started experi- 
menting with network radio, using a 
transcribed program of household 
hinls. with lime allotted for each sta- 
tion to plug its program linc-np for 
the day. (Dailv newspaper listing 
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VETERAN AD MANAGER — William Connolly guided Johnson through radio and early tv 
years as v. p., ad director from 1930 through 1954. McGee and Molly were used on can in '48 



of radio schedule* \ins not prevalent 
then.) The show was ea lied J ohnsoti "x 
Daily Radio Guide, and ran from 
January to Maj. 1932. 

Johnson's second network under- 
taking was Tony Won/ Scrap Book, 
a 15-mimite davtime show on CHS, 
broadcast two and sometimes three 
times a week, according to Connolh. 
It began on 20 August 1933 and ran 
for about a year. 

"We were sufficiently encouraged 
1>\ audience reaction to Wons (lis- 
teners were asked to submit poetrv 
for Wons to read on the air), and 
by the sales curve.*' Connolh recol- 
lects, "to attempt a more ambitious 
broadcast venture in the fall of 
1931." 

It was a weekly half-hour called 
The House by I lie Side of the Road, 
and also used Wons as master of 
ceremonies. The show featured a 
house orchestra conducted h\ I Icier t- 
eo Marcelli. and was broadcast on 
Sunday afternoons for 39 weeks. 
Ibis was the vehicle that helped con- 
\ ince the company that radio might 
be Johnson's best advertising medi- 
um, remembers Connolh. 

Bv 1934 Johnson was geared to 
move into radio seriously, and 
launched a search for a program 
that would best suit the company and 
its products. Connolly and the late 
Jack Louis, of Aeedhani, Louis & 
Brorbv. toured the country talking to 
networks and package producers, and 
crilicallv eveing theatre and night 
club acts. 

"'I remember hearing 21 auditions 
in New York.'' says Connolly, "and 
Jack Louis must have beard at least 
that many in Hollywood. We got all 
kinds of counsel from the experts, 
but no show . 

"I ben one morning we beard a 
local program called Smachoul on 
W'.MAQ, Chicago's NBC station. The 
principals were a married couple 
from Peoria named Marion and Jim 
Jordan, proprietors of a crossroad* 
grocery <tore. "sinackout" of item* 
customers asked for. We liked their 
qualities of warmth and homey ness. 
and were charmed by Don Quinn 
who wrote their scripts. So we start- 



ed constructing a show." 

Because one of Jim Jordan'* eom- 
ed\ routine* was the tall story, the 
name Fibber McGee evolved. Con- 
nolly recalls. 

Ted W'eems' orchestra was added 
to the production. "'And it's interest- 
ing to recall.'' Connolly says, "that 
one of his singers was a \ outh named 
Perry Como. I remember his threat- 
ening at the lime to return to his 
original trade because his weekh 
salary of $75 was less than he could 
earn as a barber." 

Johnson'.- sponsorship of Fibber 
McGee and Molly continued for 15 
years, during which time the -bow 
gained in popularity, and Glo-Coat 
-ales rose accordingly. During the 
show's last five vears on the air. it 
was a first place Cros-lev rating con- 



tender, along with Jack Benin and 
Edgar Bcrgen-Charlie McCarthy. 

In 1939 Johnson placed Fibber 
and Molh on the Canadian Broad- 
casting Corp. web. By then the show s 
lltMiperating had climbed to 30.'». 
,-e\en time* the 1936 figure. 

"The show which had cost peanuts 
to -tart." Connolly says, "wound up 
absorbing larger and larger slices of 
our advertising budget as we added 
to the network line-np. Finally we 
were using about 135 stations. This 
-how's value to us as an advertising 
vehicle was best demonstrated In the 
rising sales curve during tho-e im- 
portant vear- of John-mi - growth. 

During the year- of network ac- 
tivity with Fibber McGee and Molh. 
Johnson wa- concentrating marketing 
i Please turn to page (>I i 
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WHAT IS A 'PLUS' TELEVISION 



^ Certain U. S. markets stand out in ability to attraet 
spot tv business out of proportion to their market size 

^ An analysis of Oklahoma City shows how stations 
build on natural advantages for prestige, service, sales 



^5otted across his national map aTe 
several markets that invariably at- 
traet the timebuyer's eye; markets 
that consistently get a share of na- 
tional spot tv dollars out of propor- 
tion to their si/c. 

Whv do bmers and advertisers 
favor them? What makes them 
''phis" television markets? A close 
look at one of them — Oklahoma City, 
whose national spot tv income is 30- 
40^r ahead of markets with a com- 
parable number of tv families — re- 
veals that this success is not the re- 



sult of luck or accident. The buyer, 
looking for hard facts and reasons 
for buying in a market is presented 
with the following in Oklahoma 
City: 

• Its physical isolation on three 
sides, reducing signal overlap. 

• The stability of the various in- 
dustries in the area. 

• Its status as a frequent test area 
for many of the nation's marketing 
giants. 

• The high-prestige that the sta- 
tions (WKY-TV. KWTV and K0C0- 



TV, which is licensed to Enid) have 
built and maintained for themselves. 

• Hie self-promotion that the mar- 
ket itself — all media and areas of 
business — has engaged in for years. 

An "oasis market" has an immedi- 
ate and apparent advantage over 
markets in more crowded areas 
(WKY-TV holds that it takes less 
time to drive the 47 miles from 
Chickasha to Oklahoma City than 
the eight miles from New York's 
Hronx to the Batters I. Hut what the 
stations in that market do with the 
advantage often determines whether 
it is a "plus" market. As a KWTV 
spokesman said. ''Aggressive sales- 
manship is important, but if a sta- 
tion has planted its roots deeply in a 
community and really becomes im- 
portant to the people there, it be- 
comes even more valuable to adver- 
tisers." ' 

The stations are proud of their 
"pioneering spirit, which, they say. 
reflects the spirit of their part of the 
country. WKY-TV was among the 
very first local stations in the nation 
to equip for color: KWTV's tower 
was once publicized as the tallest 
man-made structure. The station was 
an early advocate of ( daih ) editori- 
alizing. All are strong on news and 
weather coverage. 

Station salesmen and executives sit 
on the boards of the local civic and 
charily organizations and business- 
men's clubs, and are responsible — 
through close contact — for influenc- 
ing local sponsors to keen the level 
of their commercials high. They 
stay close to the problems of the lo- 
cal distributors and brand managers. 
The stations say they eschew "ques- 
tionable" advertising, avoid such 
practices as rate-cutting (locally or 
nationally ). and offer "makc-goods," 
they claim, on production errors 
"that might never be reported by 
some stations." 

The overall result of good prac- 
tices, thev have found, is a "climate 
of helievabilitv " for the client's prod- 
net and "a climate of good business" 
for the client himself. 

The economic elements in the 
Oklahoma City area, the stations feci, 



Market isolation — a strong selling point 

OKLAHOMA CITY is isolated from major centers on three sides: Amarillo is 
250 miles to west, Dallas-Fort Worth about 200 miles south, and Wichita 150 
m. north. KOCO-TV, Okla. City-Enid, transmits 21 miles n.w. of Okla. City 

• WICHITA 




• DALLAS 
• FORT WORTH 
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MARKET? 



all add up to a good place to adver- 
tise. \\ ith diversified imlustn and 
agriculture, and with a go\ eminent 
ageucv I FA A) and an Air Force 
base adding to the purchasing popu- 
lation (the FA A has 3.000 civilian 
employes; Tinker A.F.I?. 20.000 
phi* thousands more airmen and 
their families). Oklahoma City 
bucked the trend toward recession 
and had a steady upward economie 
growth in 1960. 

The area is a major southwest dis- 
tribution center for a dozen industries 
from airplanes to air conditioning: 
petroleum to plumbing to meats. 

New suburban shopping centers 
ha\e sprung up in quantity during 
the last few vears: Oklahoma City 
wholesalers handle more than 42^ 
of the business carried on through 
the state and Oklahoma City's retail 
sales are 251 of the state's total. 

The ''corporate" Oklahoma City 
population, according to the 1960 
census, stands at 324.253 (up 57.3 *T 
over 1950). but the city's tv stations 
reach (see chart at left) a retail mar- 
ket population of about 1.600.000 
that spends about SI. 600.000. 000 a 
year. 

The diversity of the eeonomv and 
its steadv rise has made it a popular 
test market for major new brands. 
The stations also feel that "the be- 
Krvahilitv of the stations" contrib- 
uted to attract testing bv P&G. Lever 
Bros.. Liggett & Mvers and others. 

Fmpha*i> on "alert" local public 
wire programing, such as WTCY- 
TV's serie* on the historv of Okla- 
homa and KWTV's filmed interviews 
with local men stationed in the mili- 
tary overseas, keeps the climate right 
for a hospitable reception to spot 
commercials, the stations saw 

Summing up. WKY-TV maintains 
that ''political boundaries mean abso- 
lutely nothing in terms of the cil\'* 
nflnence on the bin ing habits of 
more than two-thirds of the state'* 
population, \fter all. what difference 
does it make if 1.6 million people 
live inside or outside the citv as long 
as the urge to buy and the informa- 
tion on what to bin originate* from 
within the citv?" ^ 



Client hit nearly every N. Y. tv home 



Rambler a wk. audience 



n_Z 



a 



174 j 
Spots L 



8.8 



97. 9 



TVB STUDY of two auto campaigns in New York market last year 
highlights tv reach accomplished by Rambler and Pontiac. Data 
above shows reach of 174 Rambler spots, average number seen 



CAR STUDY DRAMATIZES 
SPOT TV'S LONG ARM 



I elevision's long arm was dramat- 
ical!} illustrated in a research study 
released last week In TvR. 

The studx revealed the reach of 
spot tv in the \ew York area for two 
auto advertisers, one of whom hit 
practicalK even t\ home in the mar- 
ket dining a four-week drive. 

The latter feat was accomplished 
bj American Motors for its Rambler 
ear in a seven-station drive. 

The other client. Pontiac, used spot 
to supplement a Victor Rorge special 
on AHC TY The spot-network tally 
of unduplicated homes came to prac- 
tically TO*** in one day. 

These are the fact* on Rambler: 

The client u«ed both minutes and 
20's. placing them on ever) New 
York station. Thirteen of the spots 
were in prime time on network sta- 
tions, and 161 were on indie outlets 
or on web stations in non-prime time. 

During the four weeks ending 6 
November 1960 97.91 of New York 
tv homes >aw the Rambler >pots an 
average of 8.!! times each. Even in 
one week'.- time (41 *pots). the 
h')ine*-reached figure came to <">2.6: 
the average home saw 2.6 spot*. 
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As for Pontiac. it u>cd on 6 Octo- 
ber 1960 a total of 24 spots in addi- 
tion to the Rorge show. The latter's 
rating was 26.2: the hoine>-reached 
figure for the 24 spot commercials 
came to 60.6 (in one day) and the 
unduplicated rating was 69.7. 

The average number of Pontiae 
commercials >een per home on the 
Rorge show was 3.1. For the 24 >pots 
it was 1.7; the average was 2.7. 

The study also re\ ealed that the 
number of homes viewing both spot 
and network commercials came to 
1 7. 1 r 'c of the total. The percent of 
all tv homes viewing the spot com- 
mercials only was -13.5: the figure 
for Rorge onlv came to 9.1. 

Commenting on the significance of 
the study. Norman F. Cash. Tv R 
president, said: "The value of spot 
tv to supplement a single -pedal net- 
work program and increase the 
reach of the commercial n e— age in 
a single da\ a* po-*ible in no other 
medium i> elearlv -hown b\ the Pon- 
tiac schedule. The power of a con- 
centrated spot schedule alone, spread 
over a four-week period, i- made clear 
in the Rambler tv advertising. ^ 



49 



r 



Langley Field 



Where 




x 




.">0 



bl'ONXlU • 20 KEBBl'ARY 19C1 



Are You ? 

This Important Market? 



Ocean View 



Little Creek 



Lynnhaven 
Inlet ' 



CLUES: 



7W* 




1. It is the most misunderstood major market in 
America, according to Philip Salisbury, editor and 
publisher of Sales Management. 

2. It contains the greatest concentration of people in the entire South- 
cast. . . more than 800,000 in half the area of metro Atlanta or Miami! 

3. Mere three of the state's four largest cities lie completely within 
a circle of 20-milc radius! 

4. It contains the world's largest harbor, and the No. 1 U.S. port in 
export-import tonnage. 

5. A split image (the government lists it as two separate metro areas) 
obscures its magnitude. And large military population represents a 
hidden plus of at least $200 million in effective buying income 
never seen in standard marketing statistics. 

6. From Newsweek: "Once the (bay) crossing is 

completed, Greater , the experts say, 

will burst into millions and become the Souths 
leading market!" 



ANSWER 



■ 
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As community empathy becomes essential, SPONSOR ASKS: 



How can stations promote 

a public service campaign? 



J. S. Sugarman, pres. oj Fun with Pop, 
Inc., \ew York; former director oj The 
Camp Fire Girls oj America 

Station owners who want to con- 
duct a public service campaign de- 
signed to stimulate positive relations 
between their station*, audiences and 
communities in general should take 
advantage of all possible media and 
invoke the cooperation of as many 
business, -octal and civic groups as 
the\ can. 

An example of how such a com- 
prehensive public service program 
can benefit stations is llw four-} ear- 
old Fun \\ i tli Pop campaign wliieb 
hist \ear had the participation of 158 
radio and t\ stations across the coun- 
try. The 1961 Fun W illi Pop pro- 
gram, which will incorporate a host 
of new features, is expected to at 
least double the number of partici- 
pating stations. 

Instituted by l he DCA Food In- 
dustries, and this year joined by the 
National P>rand-name \ssociation. 
Inc.. (he F\\ 1' program is aimed al 



Tic-! us with 
business, social 
and civic 
groups are 
important 



stimulating a healthier, happier re- 
lationship between \merican father? 
and their families. It covers evorv- 
thing from sports to entertainment to 
education. \\ e feel thai such a scope 
of activities cannot fail to bring im- 
portant recognition to individual sta- 
tion- pai licularh when individual 
campaign'- ba\e the advantage of 
drawing idea-, inatei ial and support 
from a central coordinating body. 

This \eai - campaign kick- off w ith 
National Inn With Pop Week from 

\piil 21 to 'iO with a potpourri of 
lecture-, discussions and seminars in 

New > ork In social, civic and busi- 
n ■— leaders on ihc theme of 'TWP 
Mean- Happier Families.'' From that 




point on, each of the one radio and 
Iv outlet franehised in each market 
will be able to lake advantage of the 
reams of national publicity, the en- 
couragement and participation of na- 
tional groups, window displays, and 
a host of contests and awards. In 
addition to this. Fnn YS ith Pop pro- 
vides all the on-tlie-air promotional 
material, such as film spots, e.t.s. ce- 
lebrity announcements and a com- 
prehensive press book for merchan- 
dising the promotion lie-ins of even 
type, as well as a selection of give- 
away and premium merchandise for 
local use. 

At the local lev cl. the station can 
Use to good advantage every organi- 
zation and business in his area. For 
example, working with the local Hoy 
Scout troop, the station can promote 
a "Camp with Pop'' program: or a 
sporting goods outlet can co-sponsor 
'■Fish With Pop. - ' or "'Hike With 
Pop" programs. In fact, every type 
of business that deals directlv with 
consumers is a potential co-sponsor 
of a pertinent program. 

Each of these consumer stores then 
becomes a "Fun \\ ith Pop " center 
and has a complete siipph of dis- 
plays, po-lers. brochures and a handy 
booklet which describes the many 
ways to have "Fnn With Pop." The 
booklet also contains information for 
contestants in the national "Flow I 
Have Fun Willi Pop'" essav contest. 
The grand winner of ibis '*3o-word* 
or less" contest will win a house, a 
car. boat and swimming pool. Na- 
tinal prizes are also augmented by 
literally thousands of local awards. ' 

The topping to the campaign will 
come in October at which time an 
\ward Dinner w ill be held to honor 
those who have made outstanding 
contributions to ihe campaign in 
I'Xil. a- well a- the local radio and 
television stations which did [he best 
job of supporting the campaign. 
Vwards at ihi* dinner will also go to 
co-sponsors both trade organiza- 
tions and retail pins lo representa- 
tives of all media broadcast and 



print- for the best cov erage ol FWP. 
Additional honors will be given in 
the fields of education, social science, 
and psv ehologv. 

This blending of many areas and 
many efforts to accomplish a truly 
stimulating public service promotion 
results in many different success 
-tories. not the least of which is an 
undeniable demonstration of a broad- 
caster's positive effort to make his 
station live up to its responsibility 
in the service of its public. 

Ceorge H. Mathiesen, general mam 
aper. KYIT'-TV, Cleveland 

If wc are frank with ourselves. 1 
submit that we sometimes end up 
running spots and programs simply 
for the sake of placating many 
groups unfortunately, few of tliese 
hit the mark. 

Let s go on the assumption that a 
station has a competent public affairs 



Gin 1 the cam- 




paign all-out 
support, not 
merely fulfill 
obligations 



director. His biggest job is to 
screen the nivriad of requests and 
decide what gets on the air. Unfurl 
tunateh. most public relations direc- 
tors of community service organiza- 
tions know lilile of the requirements 
of a station. How often has some- 
one come to you and said. "1 repre- 
sent the -o and so society currenllv 
engaged in such and such a project. 
Could we have a round-table discus- 
sion on v our station some evening 
in prime time?" Such an individual 
has eertainlv not studied television 
and what it can offer and. just as im- 
portant, what il can not offer. 

All too often people from public 
service organizations come into a 
station requesting help without a 
clear idea of what they want to 
(I'lease turn to page 61) 
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short ol j l(JU/< share-ot-audience. vviik is almost as successful, consistently attracting 

one of every four Cleveland radio listeners, on the averagc: :: And the results are far more 
pleasant for both audience and advcrtiscrs.Thc latter, heeding the siren call of low cost 
per response, are changing course ... in the direction of 

Cl.fcVIi LAND 




A Afetrupuiiian IsriHiJirfstiHK siaiiun 

Vice President A Gen Manager Jack Thayer 
National Representative: John lilair &. Co. 




•PULSE, Average total share of audience. 
xsut-ol-homt,6AM-midnieht,Sun.S»l.,Sept.,1960 
d station* share-17.9% 

I HOOPER.Averast share of audience, total 
aured lm« periods,7AM-6PM.Mon.-Fri.,Dec.,1960- 
'961 Second station's share 19.5% 



Capsule case histories of successful 
local and regional television campaigns 



TV RESULTS 



SUPERMARKET CHAIN 

SPONSOR: OEM Store- VGENCY; Direct 

Capsule case history: When GEM Stores in the new state 
of Hawaii hooked Huckleberry Hound, Yogi Hear and Quick 
Draw McGraw for personal appearances to huihl store traf- 
fic and plug the stores' third anniversary promotion, an 011- 
air schedule on K.HV11-TV, Honolulu, was used to imple- 
ment the program. Starting almost two months hefore the 
visit, a strong tv spot campaign was initiated to recruit 
members for the H. Hound fan club and plugging Huckle- 
berry for President buttons. When Huck and his pals ar- 
med at Honolulu International, about 10.000 of their loyal 
Hawaiian fans turned out to great them — the largest crowd 
in the airport's history. At GEM. fans and customers, num- 
bering 2.500. were on hand to welcome their heroes. Glenn 
Kaya. general manager of GEM. reported that store sales 
were wa\ up during their Honolulu junket. Results were 
equally record-breaking on their visits to other islands 
which are reached by KM VI -IT. Maui, and KHJK, Hilo. 
K1IV1I-TV, Honolulu \iinouncemriits 



I 



BANK 

SPONSOR: Ouachita National liank AGENCY: DirccJ 

Capsule case history: KNOE-TV. Monroe. Louisiana, was 
approached by the advertising department of the bank to 
recommend a test for increasing Personal Savings accounts 
25' c within a 52 week period. Paul Goldman, general man- 
ager took a novel approach to the problem. His suggestion: 
Ouachita National Rank should purchase a saturation sched- 
ule of weekend day newscasts — providing a service hereto- 
fore not given. National accounts have shied away from 
daytime newscasts on Saturdays and Sundavs. Placed 
was 1 I one-minute news headlines plus six five-minute 
newscasts scheduled at the discretion of the KNOE-TV newd 
department. Result: Personal Sa\ ings accounts increased 
I0 r 'r ; other hanking services also increased. Rank officials 
gave credit to the KNOE-TV schedule, and signed a new 
52-week contract 1 February, using basically the same news- 
cast lineup, but with a more intensified schedule. Ninety I 
percent of its advertising budget is now allocated to tv. I 
KNOE-TV, Monroe Programs 1 



DRIVE-IN-RESTAURANTS 



DEPARTMENT STORE 



AGENCY: Nelson Cliesman SPONSOR: Bo-ion Store 



SPONSOR: Chow Now Drive-in 
Restaurants 

Capsule case history: The Chow Now company operates a 
chain of drive-in restaurants in Chattanooga. The com- 
pany** advertising problem: 1) how to stimulate business 
in the normally slow w inter season and 2 1 make a strong 
enough impression in an earl} winter campaign to carry 
over into the spring when business picks up. To further 
complicate the problem. Chow' Now had a modest advertis- 
ing budget. The drive-in chain decided to sponsor NCAA 
College Football and the American League Pro Football 
games on WTVC. Business picked up steadilv from the out- 
set of the tv advertising, and one week early in the cam- 
paign set a new record high. One day. all four Chow Now 
Drive-in's actually ran out of supplies. Bruce Spencer, 
agency a.e. commented. "Although operating on a limited 
budget. W T\ C telev ision enabled us to produce excellent 
results b\ advertising to the right market at the right time, 
all the while keeping production costs at a minimum.'' 
WTV (!, Oliallemiopa Sponsor-hip 



AGENCY: Direct 



Capsule case history: Satisfied with the results obtained 
from his tv schedule, George Clevis, advertising manager of 
the Boston Store of Ltica. reported that Jean Phairj 
WKTY s women s director and conductor of Good Living 
on the station, "not onlv tells our product story but sells 
too." 1 bp Boston Store bought participations in Good Liv- 
ing which presented a fashion show in cooperation with 
MeCall Patterns. The tie in for the department store paid 
off well: a few announcements bv Jean Phair sold 600 
yards of polish cotton and 500 \ards of handkerchief print 
featured during the program. Other items offered subse- 
quently bv the Boston Store: blanket lengths. 300 of them 
sold following the program: electric blankets, with the 
stock depleted as a result of the advertising. In addition, 
traffic in the store was responsible' for sales in other depart- 
ments. A major part of the store's budget is now placed 
with the Good Living program to promote its home products. 
\\ KTY. I'lica Participations 
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«gsA WHAT 

***** : i-i «r 



ELSE 




y THERE? 



In the Billion Dollar' Shreveport Market ONLY 



GIVES YOU BOTH! 

Represented by the KATZ Agency 

"58 counties in Louisiana, Texas, Arkansas and Oklahoma 
E. NEWTON WRAY, President & General Manager 





Prime example of the programming through 
which creative talent and community leadership 
are continually building new vision into Tele- 
vision on stations represented by ^|^| |^ "j"y 



"In our role as a source of information, 
entertainment and inspiration, we in 
television must think first about the 
needs of our own community. In pre- 
senting the finest entertainment pro-, 
grams, KTTV pays close attention to 
the tastes and comeincnec of all South- 1 
cm California. In covering news and. 
special events, k 11V has taken its cam- 
eras out among the people nearly 5,000 
times— believing that television is most 
virile and valuable when reporting com- 
munity events first-hand." 

Row rt Brickmr 
Vice Pre.wleitl A General Manager 
Station KTTV 



Giving the community 
| action at first-hand 

I "To cover an event of community ini- 
Iportanee, the best way is to put the entire 
Ironiniunity in an eye-witness position. In 
fcricf, let people see History as it is hap- 
pening." 

I All its life, KTTV has believed and 
licted upon this policy. No wonder a 
■rross-seetion of Southern California, 
■Tolled recently by l r acts Consolidated, 
luickly named KTTV as Number One 
I news and special events station. 

Through the eyes of KTTV cameras, 
I nillions of Californians have watched 
I iflicers pursue and capture gunmen . . . 
I ... have so much enjoyed the Rose 
I Parade that KTTVs audience is almost 
lis large as that of all other Rose Parade 
;tations combined . . . 

. . . have cheered and cursed Ihcir bc- 
oved Dodgers . . . followed fire-lighters 
hrough forest hells . . . experienced the 
ranquil joy of Easter Sunrise services at 
lollywood Bowl. 

Inconsequence, throughout Southern 
"alifornia, the word is: If it's going on, 
t's on KTTV. 

To Blair-TV, creative eonimunity- 
ntcrest programming by great stations 
ike KTTV is a constant source of inspi- 
ration. We arc proud to serve more than a 
.core of such stations in national sales. 

BLAIR-TV 



Televisions' s first exclusive 
national representative, serving: 

iWABC-TV-New York 
W-TEN— Albany-Schenectady-Troy 
WFBG-TV-Alloona-Johnstown 
WNBF-TV-Binghamton 
WHDH-TV-Boston 
WBKB-Chicago 
WCPO-TV-Cincinnali 
WEWS-Cleveland 
WBNS-TV-Columbus 
KTVT— Dallas-Ft. Worth 
WXYZ-TV-Detroit 
KFRE-TV— Fresno 
WNHC-TV-Hartford-New Haven 
WJIM-TV-Lansing 
KTTV— Los Angeles 
WMCT-Memphis 
WDSU-TV-New Orleans 
WOW-TV-Omaha 
WFIL-TV-Philadelphia 
WIIC— Piltsburgh 
KGW-TV-Portland 
WPRO-TV-Providence 
KGO-TV— San Francisco 
KING-TV-Seattle-Tacoma 
KTVI-St. Louis 

WFLA-TV— Tampa-St. Petersburg 



SAG-AFTRA 

{Continued front pope 10) 

it is a "fiction" which could not pos- 
sibh stand up ill court or with tin' 
National Labor Relations Hoard if 
an \ one eared to challenge it. 

The fact of the niatler is that in 
I'KjI, just as in I9.'5!i. advertisers 
through their agencies arc the direct 
employers of union actors, announc- 
ers and singers. even thongli tlicir 
names never appear on a Al* IRA. 
or 5 \C eontrart. 

So far. however, neither the union- 
nor anyone else has seen any advan- 
tage in challenging the notion that 
"'the networks are the employers. 

For the unions, it has seemed 
easier and more effective to negoti- 
ate with a small group, than with 
hundreds of different advertisers and 
agencies. And for the latter, the spec- 
ter of ''union complications' has 
kept them from any serious effort to 
alter the system. 

Meanwhile, however, wast changes 
have been taking place in the world 
of broadcast advertising since the 
original 1938 negotiations, and these 
changes have complicated the prob- 
lem of advertiser-union relations. 

Taking them in order, the changes 
are these, the rise of t\. the rise of 
spot, and the revolution in the pro- 
gram structure of the business. 

When tv came in during the late 
' 10s there was an immediate and hit- 
ter iuteriinion struggle over who 
should represent acting, singing and 
announcing talent in the new me- 
dium. 

In the niatler of lire t\ program- 
ing, the battle was won In AFTRA 
I replacing AFKA I and in earh l\ 
days live programs figured promi- 
nently in most schedules. 

Talent in tv film came under the 
jurisdiction of the older, and more 
powerful Screen Actors Guild, and 
as t\- programing swung more and 
more heavily to film. SAG became a 
more and more important factor. 

The introduction of tv tape in 
1958 provided a further complica- 
tion and stimulated fierce jurisdic- 
tional battles between the two unions. 

AFTRA. acting on the theory thai 
\ idco tape is "like live." established 
union contracts and scales with cer- 
tain tv tape producing firms (priuci- 
I pally the networks and the newer tv 
tape centers). SAG on the other hand 
was able to sign up some of the older 
film producers who went into tape. 



The result is that there are todav 
two different unions who are in- 
\ ol\ ed in all tape contracts. 

The second profound change in the 
broadcasting world the- soaring im- 
portance of spot t\ has had the ef- 
fect of focussing union attention on 
a field in which, in early days, they 
were eoiliparath eh little interested, 
and of enornioiish complicating the 
problem of union pa\ scales, and of 
union negotiations. 

T\ commercial spots are usnallv 
made 1>\ an independent film tor 
tape firm I who sells them to an 
agenev. Techniea ll\ . there is reason 
foi believing that an independent 
film producer is the emplover of an- 
nouncers, singers, actors and other 
performing talent used in the spot al 
least as jar as the original film ses- 
sion is concerned. 

But the joker in this argument, 
of course is thai the film producer 
has no control over the use of the 
spots themselves, Such usage is dic- 
tated bv the advertiser and agenev 
and since, a* we will see. union wage 
scales are based on both where and 
how a spot is used, the onlv logical 
conclusion is that the advertiser or 
his agent is. in fact the real employer 
of the talent. 

Nevertheless in the area of film 
and tape spots, the same kind of '"le- 
gal fiction" is employed in union ne- 
gotiations. Film and tape producers 
(the Film Producers \ssoeiatioii and 
the Alliance of Tv Film Producers I 
act as principals in the all union 
agreements covering spot talent. 

The third change in broadcasting 
-the decline of agenr\ produced 
programs and the rise of the inde- 
pendent packager — has had the ef- 
fect of focussing advertiser and 
asienev attention almost entireh on 
those matters in union contracts 
which cover wage scales for com- 
mercial announcements, both spot 
and network, and both tape and film. 

Coming into any new series of 
union negotiations, therefore, we 
have a lineup which looks like this: 

Contract signers: unions, networks, 
film producers, 

Xon-signers but heavily involved 
in matters involving tv commercials 
for both net work and spot: advertis- 
ers, agencies. 

One final bit of background before 
proceding to the matter of the I960 
negotiations. I nion contract- in this 
field are negotiated as a package. 
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FILM 

does the 
'impossible"! 

How to say "99 squeezes" (make 
every last squeeze count). How to 
say "soapy . . . soapier . . . 
soapiest!" How to do it all with 
such zest that the new Brillo Soap 
Pads sing out in the mazes of marts 
everywhere ! 

Answer: Do it in words and pic- 
tures. Put it to music. On film, of 
course! Because film, and film 
alone, gives you commercials, 
crisp, vivid, exciting— the way you 
want them — and when/ 

And that's not all! Film alone 
provides the optical effects you 
require for sharp, high-polish com- 
mercials; in addition, assures you 
the convenience, coverage and 
penetration market saturation 
requires. 

In other words . . . Look before 
you shoot: 

For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 

East Coast Division 
342 Madisan Avenue 
New York 1 7, N.Y. 

Midwest Division 
1 30 East Randolph Drive 
Chicago 1 , 111. 

West Coast Division 
6706 Santa Manica Blvd. 
Hollywood 38, Calif. 

ar W. J. German, Inc. 

Agents far the sale and distribution of 
Eastman Professional Motion Picture 
Films, Fart Lee, N.J., Chicago, III., 
Hollywood, Calif. 

ADVERTISER: 

Brillo Manufacturing Co., Inc. 
AGENCY: 

J. Walter Thompson Company 
i PRODUCER: 

Elektra Film Productions 



hi other words, no one contract 
becomes final until all arc agreed on. 
'1 his menus that contracts in which 
advertisers and agencies have little 
or no interest lex. stall announcer*, 
and sustaining talent I must he suc- 
cessfully negotiated before the union 
accepts a deal on talent for commer- 
cials. As we shall see, this leads to 
wine surprising complications. 

Next week, in Part 11 of this se- 
ries, we will explore the I960 nego- 
tiations, how they were held, what 
they accomplished, what effect they 
have on tv costs, and how the agen- 
cies observers and their ''Human 
I'nivac" term prepared the advertis- 
ers ca.»e. 

These were the first negotiations 
which were held jointly with SAG 
and AITHA and the fact that the 
two unions were acting together on 
| the matter of talent rates for tv com- 
mercials had a decided hearing on 
the outcome. 

Previous contracts with S \G and 
AFTRA had been negotiated individ- 
ually in May 1958. and November 
1958. ^ 



RADIO SPOT REACH 

{Continued from page I l) 

Mogul agreed with many other 
agencies queried that there is a great 
lack in qualitative material for radio 
coming out of research services. "The 
ratings service? samples are project- 
able and we don't quarrel w ith them, 
but as for qualitative research, there's 
a lot to be desired,'' said Dunter. 
"Perhaps it would be propitious for 
stations to instigate research in this 
direction." he added. 

A firm believer in saturation radio, 
in almost everv case, was Gever 
Mo rev. Madden & Ballard associate 
media director Holland J. Van lini- 
merik. ''Since listeners are u*uallv 
tuned in to stations tbev like, vou 
must buy 2 or 3 stations and a mini- 
mum of 30-40 spots a week, to reach 
a good percentage of homes." he said. 
Van Kmmerik also suggested that spe- 
cial tabulations by Nielsen and Pulse, 
while expensive, are the best wa\ to 
measure duplication. 

Idealh. agencies agreed they'd like 
to see ratings services supply metered 
samples in local markets that are so 
big the\ could be broken down geo- 
graphically and by household types. 
With this the\ would like to see more 
coincidental method research. ^ 



S. C. JOHNSON 

[Continued from page 17) 

acthiti at the local level, too. For 
two 39-week period*, the winter- of 
1935-36 and 193IV37. the firm in- 
vested heavih in the New York mar- 
ket with a program of dramatized 
true incidents. Lift- Studies, featur- 
ing Tom Powers, on WOK. Newark. 

When Wax Enamel, a line of 
paints packaged in glass, was intro- 
duced in 1910. il was supported bv 
a campaign in the Chicago market 
via Alexander McQueen's // Brighter 
World. 

For several years Fibber MeCee 
and Molly was on the air the year 
'round, according to Connolh. "Fi- 
nally, it occurred to sponsors and 
networks that perforators needed va- 
cations, and that audiences might 
welcome a change during summer 
months." he sa\ s. 

Johnson's summer replacement 
shows comprise an impressive roster 
in their own right: Their first re- 
placement, in 1938. was Attorney at 
Late, a dramatic serial starring Jim 
Aineche. hi 1939. Johnson ga\c Alec 
Templet on his first national exposure 
on a show hosted b\ Conrad Nagel, 
Meredith Willson's Musical Review 
was the 1010 summer replacement. 

In '42 and '43. John Xeshitt re- 
placed the McGees with Passing Pa- 
rade. Words at War, a dramatization 
of wartime books was the 1914 sum- 
mer vehicle. Carl Van Doren was the 
commentator, but was replaced be- 
cause of illness, after the first few 
weeks. b\ Clifton Fadiman. During 
succeeding v ears. \ ictor Borge re- 
placed the McGees. a- did Fred 
Waring and bis Peiinsvlvanians. from 
1915 through 1947. 

Johnson's radio past includes na- 
tional identification with sports and 
news. also. In the summer of 194". 
Diz/.y Dean broadcast 15-mimites 
weekh. following baseball games, for 
Camu auto polish. The next vear, 
Pee Wee Reese did a summer show 
for Johnson auto products. 

According to Connolh. the record 
is not clear on agencies that handled 
Johnson's earliest advertising. West- 
ern Advertising. Racine, is the first 
agency of record. It was succeeded 
in 1929 b\ Xeedham. Louis X Brorhy. 
\ second airencv. FC&B. wa» ap- 
pointed in 1953. and in 1955. Ben- 
ton & Bowie- was added. The litter 
three agencies are still working for 
Johnson. ^ 
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FILM FESTIVAL 

I Continued Jnirri pnge 15) 

Adv i.-ers mid judges who will serve 
for tlic second time in the 1961 fes- 
tival include 1 John I'. Cuuniiigham. 
I!cn Vlcoek of Grey. Herman Bischoff 
of L&N. Frank Brandt of Coinptou, 
Mcxandcr E. Cuutwell of BBDO. \n- 
drew V. Christian of WW I.. Allen 
Dueov nv of I) Arcv". Mark \. For- 
gette of JWT. John Frees.- of Y&R. 
S. J. Frolick of FUC&H. G. David 
Gudelirod of \\er. Bernard Ilaher of 
BBDf). Hollo \V. Iluntei of FAVR&R, 
William W. Lewis of Maxon. William 
LaCava of C&\\ , Mark Lawrence of 
MJ\ \. Cordon M inter of Burnett, 
Marshall G. Hothen of K&F. Roger 
l'nor of FCSB. I'hvllis Robinson of 
1)1)15. Margot Sherman of McC-F. 
Kenneth C. T. Snyder of NL&B. Gor- 
don Webber of MSB. Hooper White 
of Bunnell. Donald Widlund of JWT. 
and Samuel C. Zurich of Aver. 

Maii\ members of the Tv Commer- 
cials Council expressed highly favor- 
able reaction? to the arrangements 
for the second festiv al. Others made 
suggestions which will be incorpor- 
ated in the running of the events. 
Some saw v ear-round trade ev ents 
springing out of the festival. 



'"Thief facets of the festival which 
I believe to be of special benefit to 
advertisers and agency people alike," 
stated Dav id Boffev , v.p, regional 
creative director of McCann-Fi ick- 
sou. San Francisco, are "comprehen- 
sive product rla.ssifications. and ad- 
vertising and craftsmanship cita- 
tions. Hie product breakdown and 
special citations call attention to as- 
pects of the effective tv commercial 
which other award shows have, more 
or less, ignored with their broader 
award categories." 

In recent months main comments 
came from people who were inter- 
ested in using showings of festival 
winner* throughout the vear. Harry 
F. Schroeter. general advertising di- 
rector of National Biscuit Conipanv. 
noted that the reel of festival winners 
shown by "A\ A for its annual meet- 
ing was not only a great contribution 
but enormously impressed many of 
those in attendance. I think il was a 
good thing from even point of 
v iew ." 

The possibility of "oik- of the 
greatest annual traveling shows" was 
seen bv James Fish, advertising man- 
ager of General Mills. '"1 visnali/e a 
presentation of the winners . . . made 
available to agencies and advertisers. 



and particular}) to the roughly 180 
ad clubs all acros- the country. Can 
\on think of a better wav von can 
get the telev ision story before the 
advertisers than this?' 

Trade organizations reacted with 
support as well as praise to last 
year's events. The American Wom- 
en in Radio and Television made an 
unusual offer of its promotional fa- 
cilities, usually restricted to AWRT 
business, thereby adding its "un- 
stinting moral support" to the festi- 
val. 

In announcing a second festival 
for l'Xil. John B. Cunningham, 
chairman of Cunningham & Walsh 
and chairman of the Tv Commercials 
Council, issued this statement: 

"Tin- extremelv positive reaction 
throughout the advertising industry 
to the First American Tv Commer- 
cials Festival and its success in 
strengthening the general impression 
of the level of television advertising 
surelv warrants an annual event. 

''A» Vice-Chairman of the AF \ 
ibis' past vear. I am aware that over 
50 advertising clubs have shown the 
winning commercials, as have the 
national conventions of the AFA. the 
ANA. and the Four A's. Reaction in 
even instance has been enthusiastic. 
In the battle against mediocritv this 
broad exposure of talent and taste 
becomes a prime factor in the im- 
provement of tv advertising. 

"For this reason. I am pleased to 
encourage participation in this festi- 
val and to welcome inv distinguished 
advertising colleagues to the Tv Com- 
mercials Council that will plan and 
judge this national, professional, 
stimulating competition." 

J. E. Burke of Johnson & Johnson 
called the festivals '"a very worth- 
while influence both on industry and 
on the public." lie stated that "such 
activity should certainly stimulate 
every advertiser to be more keenly 
aware of the increasing need to im- 
prove the <puditv of tv commercials.' 

The question of criteria for judg- 
ing commercials was raised bv Gor- 
don Webber id Benton & Bowles. 
Calling for a redefinition of criteria. 
Webber pointed out thai "most of 
the judges, including myself, are in- 
stinctively attracted to the commer- 
cials that are clever, fresh, and un- 
usual. This docs not necessarily 
mean that they arc effective advertis- 
ing." ^ 
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America's new economic 
strength lies in the South. 

A proven leader 
is the Jackson 
TV market area." 



Past President, American 
Muncipal Association 

ALLEN C. 
THOMPSON 

Mayor, Jackson 




WW- 12 1 WLBT 



Hollingbery 



Serving the Jackson, Miss., Television Market 
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30 DAYS AFTER FIRST EXPOSURE 



YOUR SECOND MOST IMPORTANT SALES CURVE 

First comes the one that shows cash-on-the-barrelhead. Second is this 
typical memory retention curve. It says people forget. 30 days after they've 
learned something, people forget 74% of it. It suggests that the memora- 
bility of your selling idea is most important. It suggests this idea must 
be fine and fresh and sharp enough to bite into people's minds. People 
don't buy products alone. People buy ideas. Ideas they remember. 

YOUNG & RUBICAM, Advertising 
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SPONSOR ASKS 

{Continued from page 51) 

"i»t;ll." Thej expert and demand thai 
the public affair-- director do their 
work for them, usually with the mis- 
taken idea that "you've got to give 
us some free time under the FCC 
obligations." The\ look upon the sta- 
tion as the "great white father." 
staffed with plenty of people to write 
their copy and prepare their slides 
for them. 

If the amateur or professionally- 
paid publicist representing an or- 
ganization would take the trouble to 
glance at a station's program listings 
to consider what kind of materials 
the station would prefer to use, the 
job of instituting and promoting a 
public service campaign on televi- 
sion could be done almost automati- 
cally. 1 do not mean to imply that 
the reason most local public service 
campaigns are ineffective lies wholly 
with the organizations seeking tv as- 
sistance. It is fundamental that the 
public affairs director and other sta- 
tion personnel must clcarlv recog- 
nize their obligation to the public in 
scheduling public ser\ ice programs 
and must assume the responsibility 



in the selection of material. Too few 
stations face this responsibility. In- 
stead they give severely limited time 
to every organization. If they take 
the easy way out and say ''yes" to 
everyone, no one is served. 

The time we offer for public serv- 
ice spots is worth a great deal of 
money and has the potential of doing 
a great deal of good. The answer to 
ibis dilemma may be to limit spots 
and programs to a small number of 
organizations each month, thereby 
making each campaign effective 
through a series of saturation spots. 
We must devote as much care and 
attention to the placement of public 
service spots as advertisers do to the 
placement of commercial spots. We 
pride ourselves in competitive pro- 
tection for commercial advertisers — 
why not the same for public service 
campaigns. 

B. Calvin JonCS, director of program- 
ing and operations, KIIOV-TV, Corin- 
thian in Houston 
There are three key factors essen- 
tial to effectively communicating a 
local level idea or public service cam- 
paign on a television station. I 1.1 




Through shoic- 
inanship that 
creates an ex- 
citing, dramatic 
impression 



Station management (and owner- 
ship) must think and act in a ''we- 
want-to-do-it and do-it-rigbt environ- 
ment." (2.) The responsible pro- 
ducer or department head must har- 
ness all of the energy at the disposal 
of the station and in a balance of 
values direct this energy in behalf of 
this effort. 1 3. 1 Bring into play all 
of the creative showmanship and ex- 
ploitation techniques that will create 
an exciting and dramatic impression 
for every clement of the project. 

Let's take a closer look. now. at 
these three elements and how they 
function reciprocally dependent up- 
on each other. 

fl.1 It is not enough that manage- 
ment simply provides its blessing 
and gives the green light to a com- 
munity project on the air. 

Station executives ten bkinc) must 
sec themselves as the catalytic, rner- 
gizer that brings together the forces 



of programing, promotion, produc- 
tion, and follow through in a way 
calculated to touch all audience 
groups and to move them to action. 
I Any community service show not 
intended to move people to some 
form of action doesn't deserve total 
station treatment if any at all). 

(2.) There seems to be a never- 
ending area of opportunity within 
(and on) a television station to ex- 
press an idea. Let's assume that the 
project involves state and local his- 
tory and the objective is to move 
great numbers of people to observe 
a local or state historical holiday. 
The promotion man brings into play 
his entire activity — billboards, ads. 
on-the-air, community contacts, and 
on a planned basis creates the initial 
exposure and excitement building up 
to the on-the-air presentations. The 
programing people create story plat- 
forms for use in live shows, includ- 
ing news programs. Continuitv con- 
centrates on a sign-on-to-sign-ofT 
scheduling of material flowing from 
promotion and programing. Public 
Relations moves out into the com- 
munity and contacts historical groups, 
educators, government officials, 
schools, and patriotic organizations. 
Publicity services newspapers — daily, 
weeklv, local, out of town, college 
and school. By now. there is a 
powerful unit of television energy 
working towards a climax to be de- 
livered in the form of a local spec- 
tacular, and all added together — 
will move people to action. 

(3.) Creative showmanship tech- 
niques do not require a stable of 
genuises but do require getting cre- 
ative people invoked with the proj- 
ect, at least to the extent wherein 
they have a wide open opportunity 
to contribute. And every station has 
them. A director with a flair or touch 
of music innovations can create the 
musical moods to back up announce- 
ments or live-show material. A di- 
rector with copy sense can some- 
times write and create better mate- 
rial for television announcements 
than the professional writers. Some- 
one in the talent department or on 
the art staff may be a history buff- 
just right for researching and docu- 
mentation. The purpose of all this, 
of course, is to put together a task 
force that nurtures up ideas and ap- 
proaches and in the doing, brings 
into plav all avenues of communica- 
tion. & 



RADIO 
TRAFFIC MANAGER 

Unusual opening' for a person 
with several years' experience 
in radio traffic. This position 
is with a lending Midwest 
f>0.()()0 watt station. An out- 
standing opportunity for a 
well qualified seasoned per- 
son. Lxecllent salary and 
other benefits. Apply by 
letter and include photo, re- 
sume and salary require- 
ments. All replies will be in 
st net est confidence. 

Reply: 
Box 103 
SPONSOR 
40 E. 49th Street 
New York 17, N. Y. 
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ONLY WLOS-TV HAS 
THE CAROLINA TRIAD 
COVERED ! 




SOUTH 
CAROLINA 



THE CAROLINA TRIAD... a two-billion-dollar mar- 
ket . . . stretches across 82 counties in 6 states! 

ONLY WLOS-TV covers the Carolina Triad with 
unduplicated network signal . . . gives you net 
weekly circulation of 301,600*! 

•19GO ARB covcraRC study 



WLOS-TV a 

Serving 

GREENVILLE - ASHEVILLE - SPARTANBURG 



THE CAROLINA TRIAD 

6 Slates • 82 Counties 



A Wometco Enterprises. Inc., Station 




Represented by Peters, Griffin. W'wxtu ard. Inc. 
Southeastern Representative: James S. A\ers Co. 



"HIGH AND MIGHTY" 
36.0 CUMULATIVE 
LIVES UP TO NAME 




William D. Pabst 

General Manager 
KTVU, San Francisco 



Seven Arts release sweeps 
Sunday night competition; 
beats all but "Americans" 
premiere Monday on KTVU, 
San Francisco 

A.R.B. coincidental, "cume" for two air- 
ings rates "High and Mighty" a 36.0 or 
31% higher than combined ratings for 
number two station. 

William D. Pabst, General Manager KTVU 
reports: 

"We are more than happy with the strong 
audience appeal of Warner's 'Films of the 
50's' demonstrated by the first Seven Arts 
feature film we've aired. 

"The smashing 36.2 share of audience 
Sunday night was scored against Shirley 
Temple, Lassie, Dennis the Menace, Walt 
Disney and Maverick. 

"Our second showing Monday also beat 
everything in sight except the heavily pro- 
moted debut of 'The Americans,' and even 
there the Warner's feature film came within 
one percentage point of a tie!" 

Warner's Films of the 50 7 s... 
Money makers of the 60's 
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SEVEN ARTS 
ASSOCIATED 
CORP. 



*:W VM< fit 

Chicago *m 

DALLAS- fiTlO 
'EVERLY HILLS 



i h Avniie 



Rtt 



Ylf'<(Jn 6-1717 
■OR man]" 3ltl> 

GRanif >> ISiS-l 



For list of TV stations programming Warner's Films of 
the 50 s sec Page One SRDS (Spot TV Rates and Data) 



What's fiappening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



20 FEBRUARY 1961 
Cwyrlght IWI 
SPONSOR 
PUBLICATIONS INC. 



Il still looks like a breathing spell for broadcasting and advertising in Congress 
during 1961, thai is, unless something comes up to rock the boats The regulatory 
agencies ;ire looking more and more like a different kettle of fish, however. 

The regulatory agencies, it may he noted, arc supposed to he independent of White House 
control. But the current administration is coming in with one vacancy on the FCC, two im- 
mediate vacancies on the FTC, and a third FTC opening to occur later this year. The White 
House can appoint men sympathetic lo its viewpoint. 

The two appointments to the FTC, Paul Rand Dixon and Philip Elman, are antitrust ex- 
perts. Everett Maclntyre, set to receive the next appointment to that body, has long beea chief 
counsel to the House Small Business Committee, with the job of ferreting out persecution of 
small businesses by large. This also has strong antitrust overtones. 

The FCC's new member and new chairman, Newton N. Minow, is pretty much of an un- 
known quantity even after his appearance last week before the Senate Commerce 
Committee. His testimony was hedged, though on balance it seemed to point toward more 
rigid regulation. 

The FTC shares with the Justice Department responsibility for protecting against anti- 
trust violations. Appointment of two, and soon three, experts on this subject might seem to 
downgrade the lop emphasis put on policing of ad practices by retiring chairman 
Earl Kintner. Though much depends on an agency's staff, ad men certainly won't be hit 
harder. 

However, the strong emphasis being put on antitrust matters generally by the new admin- 
istration has its overtones both for ad men and broadcasters. 

One very sore point is the admonition in the Communications Act against granting broad- 
casting facilities to those with criminal records. Previous FCC decisions haven't regarded anti- 
trust law violations as anything serious. 

Multiple owners are involved in the current national conspiracy mess in the 
electrical industry. The networks have been hit in the past. 

Ramifications defy description. Series of NBC sale-trades could be hit. Licenses could be 
in jeopardy. New applications could be turned down. 



Speculation bits even closer at the Justice Department, which is not at all inde- 
pendent of White Houae control: Justice has ad agency and network monopoly 
charges under advisement and the new antitrust look could create a good many 
problems for both industries. 

Network practices such as option time and control of programing. Charges of talent 
monopolies by talent agencies. Charges of monopolies by the larger ad agencies, including 
control of programing and talent. These are some of the matters which were probed by Rob- 
ert Bicks during the last administration, and if Bicks had remained it was almost certain some 
prosecutions would have resulted. 

With the great emphasis being put on antitrust matters by the new administration, it ap- 
pears the Bicks investigations will result in punitive action on one or more fronts. 

Whatever breathing spell the ad and broadcasting industries might get in Congress ap- 
pears to be outweighed by the darkening of the regulatory agency clouds. And, as for Con- 
gress, action there appears set to be in the form of reaction to developments in the 
government. 

This will probably mean that a step-up in regulatory tempo this year will mean renewed 
interest in the two industries by Congress, and that new activity will likely come late in this 
session or in election-year 1962. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 
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First of the film houses to have all its network pilots for 1961-62 finished is 
CBS Films with four shows, two of them comedies. 

Shows, stars, producers, and facilities used are as follows: 

• Mr. Doc: sentimental comedy with Dean Jagger. Ralph Nelson at Desilu. 

• Baron Gus: European columnist in the U. S. with Ricardo Montablan. John D. Hess 
on location and at MGM. 

• Daddy-O: a Max Shulman comedy with Don Defoe. Rod Amateau at Gen'l Service. 

• Russell: Western with Fess Parker. Gordon Kay at Paramount. 

The CBS Films trend is to entitle these shows with names of characters — apparently a re- 
action from titles with numbers, titles that are the names of places or groups, and titles that 
describe the adventure or detective process. 



Children's shows haven't been affected hy any sales lulls that may be slowing 
other syndication activity lately. 

ITC's new Diver Dan series, a 104-episode seven-minute puppet series, has been sold in 
21 markets, latest being WNEW-TV, New York; WGN-TV, Chicago; WCAU-TV, Philadel- 
phia; WGR-TV, Buffalo; WKRC-TV, Cincinnati; WTVD, New Orleans; WFRV-TV, Green Bay ; 
KOMO-TV, Seattle; WREX-TV, Rockford; KKTV, Sacramento, and KTVI, St. Louis. 

Flamingo's Superman, now in syndication for the first time with 104 half-hours, 
has 25 stations on the air, including WPIX, New York; WXYZ-TV, Detroit; WGN-TV, Chi- 
cago; WSB-TV, Atlanta, and WPST-TV, Miami; latest sales are WREX-TV, Memphis; WJW- 
TV, Cleveland; WOI-TV, Ames; WJNY-TV, Springfield; WDAU-TV, Scranton; WFMJ-TV; 
Youngstown; KSYD-TV, Wichita Falls; KTHV-TV, Little Rock; KPHO-TV, Phoenix, and 
KSL-TV, Salt Lake City. 

Silvercup Bread has sponsorship of Superman in Chicago, Detroit, and New York. 

There's increasing evidence that personal appearance tours can substantially 
increase premiere or early ratings of syndicated shows. 

Stars of CBS Films' Brothers Brannagan toured Southern cities and in two cases, New 
Orleans and Atlanta, they appeared after first ratings were in: second-month ARB's showed 
increases of five and two points, respectively. 

Even better proof of personal appearance effectiveness is the commitment of WSB-TV, At. 
lanta, and WCHS-TV, Charlotte, to bring back the stars entirely at station expense: in 
the first tour CBS Films, the stations, and Blue Plate foods had divided up the expenses. 

Here are seven November ratings for Brothers Brannagan showing the impact of personal 
appearances on a new show. 



CITY &- STATION 

New Orleans, WDSU-TV 
Atlanta, WSB-TV 
Roanoke, WSLSTV 
Jacksonville, WJXT 
Miami, WTVJ 
Birmingham, WBRC-TV 
Charlotte, WCHS-TV 



RATING 

18.0 ARB 

20.0 ARB and 25.1 Nielsen 

23.0 ARB 

27.0 ARB 

28.7 Nielsen 

30.6 Nielsen 

21.5 ARB 
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FILM-SCOPE continued 



The vogue of war subjects — first manifested in local movies — seems to have 
spread to network programing and may yet give a boost to local syndicated pro- 
gram scries. 

Take a look at Victory at Sea, re-run on NBC TV recently as a 90 minute special: it 
scored a 31.9 Nielsen, outpointing The Untouchables. 

Re-use lias if anything helped rather than hurt this film classic : syndicated by CNP, the 
series is in 13th re-run in New York, 11th in Los Angeles, eighth in Milwaukee, etc. 

Latest network exposure for the series appears to have touched of! a series of local sales: 
WEWS-TV, Cleveland; WKRC-TV, Cincinnati; WAPI-TV, Birmingham; KENS-TV, San An- 
tonio, and KZTV, Corpus Christi. 

Victory at Sea footage is impossible to duplicate, save in the case of another 
war which, added a CNP exec, "I hope never happens." 



Atlanta reps arc howling at being by-passed by syndicators. 

Latest complaint is over Art Linkletter and the Kids, a 15 minute series sold for 19 weeks 
to Gordon Foods, a division of Sunshine Biscuits. 

Contract in hand, the syndicator then reportedly sold the film to stations for 38 weeks, 
thereby annoying the reps for two reasons: 1) they lose all billing, and 2) syndicator in- 
volved is said to have disregarded considerations of good media placement, which 
may, say the unhappy reps, lead to poor tv results and sponsor disappointment. 



Hank Saperstcin of UPA came cast to New York last week with pilots for five 
new scries for 1961-62. 

Three were half-hour sports programs: a new show on famous prize fighters, a new for- 
mat of All Star Golf, and an entirely new series on golf. 

In animation UPA was trying to move up into half-hour shows by means of two new 
pilots: a comedy and a mystery thriller, both half-hours. The comedy is based on a radio 
property and the mystery, will use well known movie voices. 

In current sales UPA has already rolled up §2 million in its two short-length ani- 
mation series, Mister Magoo and Dick Tracy; an eventual gross of $6 million is 
anticipated. 



MPO has boosted its annual gross to $7.9 million — without use of mergers and 
without going into tape. 

Latest MPO financial statement for years ending October shows a pattern of considerable 
sales growth: $7.9 million in 1960, compared to S6.0 million in 1959, $5.0 million in 1958, 
and $3.4 million in 1957. 



Videotape Productions regards its absorption of manpower from CBS Produc- 
tion Sales as the key creative core of that unit and not as termed in the 6 February 
FILM-SCOPE "a few technicians." 

Three of this core cited: Lou Todesco, a leading producer in the tape field, Bill Hallahan, 
considered a triple-threat writer-producer-director, and salesman Charlie Fagan. 

As viewed by Videotape's management, these and other CBS manpower acquisitions to 
come not only have strengthened the organization but served to mark Videotape Produc- 
tions' emergence as a facilities house to the position where it can make creative 
contributions to advertisers' commercial along artistic and sales effectiveness lines. 
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Watch for a counterattack from station operators against newspaper colum- 
nists trying to make competitive propaganda over the allegation that some of the 
old feature films being shown contain anti-American propaganda. 

These stationmen will point out that the charges are fraught with either blatant igno- 
rance or intent to mislead since stations carefully screen such films either to reject them 
or edit out possibly objectionable material. 

These columnar swipes have been particularly virulent on the west coast. 



Probably neither man is conversant with the situation, hut there's a piquant an- 
gle about the current schism between Corinthian and CBS TV over the network's 
a.m. minute plan. 

William Paley and the group's owner, Jock Whitney, are brothers-in-law. 



The tv programing head of an upper rank agency is about to be toppled by his 
boss, hitherto his champion, because media and account people have virtually fro- 
zen the tv executive out of mutual contact. 

In other words, the chief has come to the conclusion that the situation has become both 
politically and operatively untenable. 

Lever Brothers and NBC TV sales brass were going at it hammer and tongs last week | 
over the Price is Right nigbttimer. 

The issue from Lever's corner: the network didn't even try to convert the sponsor to the 
idea but flatly stated the show was being moved in the fall from Wednesday to Mon- 
day night. 

In other words, Lever has to acquiesce or else. 

Intcrpublic's Marion Harper, Jr., has plans for putting up a building that would I 
house all his companies under one roof. 

Charles Luckman, who designed CBS TV's Hollywood Television City and one time Lever I 
Bros, president is said to be the architect Harper has in mind for the project. 



Have yon ever tried to get a list of international affiliate* of U.S. agencies? 
Well, you can't, because they're closely guarded secrets. 

Remarked a partner in a medium-sized New York agency which bills several million 
abroad : "We'd help competitors by disclosing our affiliates. Let them dig up their own." 
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The creative head of a top rank agency holds that the tv J.D. has become some- 
what of a drug on the national advertiser market because copywriters don't know 
how to use thcni effectively. 

In other words, since they don't understand the medium they're working with the 
writers aren't able to exercise the right creative touch or imagination. 

His added comment: "I've given up wrestling with our own breed of it-can't-be-done 
hoys because I'm convinced there must be self-will before the exercise of skill." 
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REACH 
MORE 
CHEMICAL 
E 



HOT SPOT 



Research chemists, 
engineers or laborers, they're 
all workers in the 
chemical industry. In the 
Beaumont-Port Arthur- 
Orange market over 120,000 
people are directly 
connected with the chemical 
and petrochemical 
industries. Their average 
effective buying income is 
over $7500 per family. 
You reach them and over 
700,000 other prosperous 
Texans and Louisianans 
in this petroleum, petro- 
chemical, agricultural, 
lumbering, manufacturing 
and shipping rich Hot 
Spot only through KFDM-TV. 



<9r 



Peters-Griffin 
-Woodward 





BEAUMONT • PORT ARTHUR • ORANGE 
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SPONSOR 
WEEK 

WRAP-UP 



A "FIRST" AT THE LEXINGTON HOTEL was its marquee billing of Bill Vernon, Blair- 
TV. The occasion was the February business luncheon meeting of the RTES Time Buying and Sell- 
ing Seminar. Mr. Vernon addressed the group with his views on "The Three C's of Time Buying" 




2A 




ADVERTISERS 



An old aficionado ot radio, Bris- 
tol-Myers - Sal llepatiea (YAH)] 
is running a special test in the 
medium after a several years ab- 
sence. 

The buy is in just a few markets 
and expansion depend.* on the results 
of a merchandising angle connected 
with the test. 

For the older listeners: remember 
when Fred Allen and Eddie Cantor 
sold that '"Smile of Good Health" 
slogan on a year-in-ainl-\ ear-out asJ 
signment? 

Campaigns : 

• Continental Airline has out- 
lined a tv saturation campaign in its 
four major jet cities — Chicago. L.A., 
Denver, and Kansas City — to push its 
Get Ji't-to-Europe Treatment within 
the USA slogan. Animated 10 s will 
be "used. Agency: JWT. 

• Odo-Ko-No I Northam. Warren, 
Stamford. Conn.) will slant its meJ 
sage to the homemaker via nine net- 



LAUNCHING A "BIG FIFTH" campaign 
for the broadcasters of El Paso, Texas, is pert 
Glenda Eldridge displaying their emblem. | 
They want the rest of the country to know I 
about their tremendous radio/tv expansion I 




work daytime Iv shows. Tv will also 
lie used to launch the compam 's new 
product — Adjnsta-Koll. 

• Sabena Helginn World Air- 
lines will use radio spot in the ma- 
jor markets to holster its new m\- 
inonth long campaign. Agencv : Mc- 
Cann-Marsehalk l)i\ision McCaun- 
Krickson. 

• Colonial I Vox ision. New Fng- 
hind meal packing firm, going hesnv 
on spot tv and radio for its toy truck 
give-awa\ promotion. On t\ the spots 
will he slotted on liig Brother Hob 
Emery, Rex Trailer, ttozn the Churn, 
and I he Three Stooges. Agencv : 
Jerome O'Leary. Moston. 

• La Hosa. last week, hegan a 
Lenten promotion using 80 radio 
spots weekh in all the La Rosa mar- 
kets from Xcw England and the mid- 
dle Atlantic slates to Florida. In New 
^ oik City, the campaign is bolstered 
on WABC-TVs morning show. Down 
Memory Lane. Agencv: I licks S. 
Crei.-t." 

PEOPLE OX THE MOVE: Hob- 
erl J. I)a\ is. Jr.. from advertising 
manager. Carnation's Cereals division. 



to general advertising manager. Car- 
nation's Instant Products di\ision. 
Carnation. L. A. . . . Richard Bur- 
rack. from assistant ad manager. 
W'alkins Products, \\ inonn. Minn., to 
advertising manager, feed division. 
Pill*bur\, Minneapolis . . . Del bel t 
I). 'I'lioin pson. from advertising and 
sales, promotion manager, home latin- 
clrj depaitnient. Ilotpoint division 
General Electric, to advertising man- 
ager Zenith Sales. Chicago . . . Hu- 
bert Hechet de> Italan. from manag- 
ing director, Renault. Holland hranch, 
to general sales, service, and mer- 
chandising manager. Renault, F.S.A. 
. . . Glenn K. Martin, from ad man- 
ager. P>. F. Goodrich, tire division, to 
Kelh -Springfield Tire Compam . as 
advertising manager. 

General Foods assigns three: 
George Plass. from marketing man- 
ager. JeII-0 division, to special proj- 
ects consultant to Herbert M. Cleaves. 
GF's executive, v.p. marketing . . . 
Howard I{. Blnoinquist. from mar- 
keting manager. Post division, ISattle 
Creek. Mich., to Jell-0 division mar- 
ketinn manager: and James H. Darl- 



ing, from advertising and merchan- 
dising manager. JeII-0 division, to 
marketing romiselor in the corporate 
marketing aiea. 

They were elcctcfl v.p,'*: Ja\ S. 
Salanioii. direelnr of marketing: and 
\Y:i\ ne II. Biklen, general manager 
Staunton operations, at Prod- 
uct*, division Philip Mortis. 



AGENCIES 



Gardner St. I.nnis ha* picked off 
IViCs Jiff peanut butler from 
Ittiritftt and iNortlirnp. King X 
Co., an old Minneapolis *eed 
linn. fro. n KUDO. 

For P&G Gardner abo handles 
sonic Duncan Mines mixes. 

Gardner -a\s it got the seed ac- 
count because the agenc\ has invest- 
ed more dollars for agricultural cli- 
ents than anv other agencv in the 
world. 

Agency appointments: Hazel bish- 
op, from Raymond Spector to North 
. . . Arcadian Gardens to Smith/ 



A DAY-LONG SESSION of the New York chapter of American worn- 

I en in Radio and Television held recently, featured key speakers: (l-r) 
J. L. Van Volkenberg, president M-E Productions, Herbert Evans, pres. 
People's Broadcasting Corp., and John Denninger, v.p., Blair-TV 




APPOINTMENT OF Robert E. Eastman & Co. as nat'l rep of WFBL, 
Syracuse, N.Y. and KORL, Honolulu, H.I. sees (l-r) Henry Wilcox, 
gen'l mgr., WFBL; Robert Eastman, pres. Robert E. Eastman; Hal 
Davis, v.p.-gen'l mgr. KORL; Earl Willoughby, treas., Founders' Corp. 




pIMEBUYERS from advertising agencies in the Bay Area attended the KPIX, San Francisco, 
luncheon to introduce their new program format. They are (l-r): MacLean Chandler, BBDO; 
fom Ely, KPIX chief engineer; Betty Share, BBDO; Charles Russell, BBDO; Louis Simon, KPIX 
1,'en'l mgr.; Duncan Galbreath, BBDO; Lloyd Cunningham, Cunningham Adv't.; Estelle Everly. 
lingham and Walsh; Mary Elizabeth Loeber, BBDO; and Paul Scheiner, KPIX salesman 




THE MOURNFUL LOOKING JUDGES pose 
in Radio WINS, N.Y., "Dogs Award Blue 
Ribbons to People Contest." To best human 
trickster $100 and a Rival Blue Ribbon 




Greenland . . . Dedham Fliiza Shop- 
ping Center and Dcdham Plaza Mer- 
chants Assn.. Providence Highway, 
Dcdliani. Ma>>.. to Alleuger. Brook- 
line . . . Kilty Clover-Denton, Spring- 
field, Mis?.. (Kitty Clover Potato 
Cliip^l to Allmayer. Fox & Rosh- 
kiu. Kansas Cit\ . . . Gioria Macaroni 
and Specially Food;;. Buffalo. \. Y,. 
from Lloyd Mansfield to Storm. 
Rochester. V V . . . StaufTcr Chemi- 
cal, New York City, to Adams & 
Iveyes. N.VC. . . . Coca-Cola's Fanta 
Beverage division (Fanta flavored 
drinks and Sprite) to McCanu- 
Mum-hnlk . . . W'NEW radio. Xew 
York Cit\. to Paj»erl, Koeuig, Lois. 
New York Cilv . . . Swan Shoe. Bal- 
timore, to Calbrailh, lloffinan ^ Rog- 
ers. Y.Y.C. . . . \ortlmip. King & Co.. 
seed firm, to Gardner, for its Farm 
Products . . . Instant Foods to Rich- 
ard K. Muuoff, Y.Y.C. , for its new 
line of instant soup*. Coup Instant 



Soup . . 
Storm. 



YVTRY. Albany. X. Y.. to 



More agency appointments: Xew 

York State Electric f, Gas Corpora- 
tion, to RnnirilL Rochester. X. Y. 
. . . Bar-ll-Ciihes. division St. Regis 
Paper Company, to Ynrdis, Phila- 
delphia. 

PEOPLE OX THE MOYE: James 
R. Dwyor. Jr.. from Y\\R. to Hubert 
Conahav. New York City, as eopv su- 
pervisor . . . Daniel I. Knight, from 
^ &R. Chicago, to tv account execu- 
tive and assistant to John It. Mien, 
v. p. and manager. M-F Productions, 
Chicago . . . Hubert S. Champion, 
from district sales manager. W hirl- 
pool Corp.: William A. Stouobcrg, 
from account supervisor. Piddle. 
Ploomington. 111.: and Richard J. 
Divou. from account executive. Mae- 
Farland Avevard. Chicago, all to 
Farle Ludgin. Chicago, as account 
executives . . . John E. Doldc, from 
Hales, lo RI5D0. as account group 
bead for I'epsi-Cola . . . George II. 
Ogle, from account executive. Pen- 
ton & Bowles, to Lennen Newell, as 
account executive on the Colgale- 
I'almolive account . . . Robert W. 
Boyle, to media and research direc- 
tor. Neals. Ilocthci*. llickok. Orlaiitlo, 
Fla. . . . Sauinel F. Jackson, from 
Iv salesman. I leadlev -Reed, lo sales 
staff. Weed Television. New York 
office . . . Alan Johitson. from Nor- 
man. Craig & rCununel. to copy group 



bead. Mogul. W illiams & Savior . . . 
Ted Krongh and Unit IIaniuess.er. 

to ffonig-Coopcr & Harrington. San 
Francisco, as co-creative directors. 

They were elected: Charles Fred- 
ericks. Jr.. a v. p. at Ogilvv, P>cnson 
Jv Mather . . . George Oswald, a 
senior \ .p. at Gcver. More), Madden 
& Ballard, from Ixenyon \ Fckhardt 
. . . Thomas II. Young. Jr.. a v.p. 
in the international department. 
Fletcher Richards. Calkins ^ Ilolden. 



Xew quarters; The Clements Com- 
pany, in Philadelphia, at 1405 Locust 
Street. 



ASSOCIATIONS 



V diversification of opinions, 
concerning tv programing con- 
trol, was aired before the Chica- 
go meeting of theA\YRT by agen- 
cy, advertising and station men. 

Some of the speakers- -and their 
comments : 

• Sterling Quinlaii, VfBKB. Chi- 
cago: "Networks control program- 
ing, and packagers to some extent. 
This is evidenced hv the wav net- 
works dump shows when thev are in 
trouble. Hie only trouble with net- 
work control is that they try to please 
too many people the public, the 
agencies, and the sponsors." 

• George Bolas, Tatham-Laird, Chi- 
cago, v.p.: "Networks control pro- 
graining with an increasing posscs- 
siveness. hut advertisers and agencies 
should have the opportunity to con- 
sider programing, too. The most in- 
leresled in programs, in the long run. 
are the advertisers. They know that 
their sponsor-identification depends 
upon the impression thev leave on 
the viewing public. This can be ci- 
iher damaging or helpful, depending 
on the program." 

• Poualas Smith, S. C. Johnson 
& Son. advertising and merchandising 
director: "There is no single control, 
but advertisers are held responsible, 
bv the public, for what is brought in- 
to the livtns room v ia the tv screen. 
Advertiser responsibility carries over 
into urogram content and good taste 
in advertising. The networks and the 
advertisers have an obligation to the 
consumer who pay? the hills by buy- 
ing the product." 



• Peter G. Peterson, Bell & Howell.. 
Chicago, executive v.p.: "The only 
way networks can mature is by mak- 
ing their own mistakes. They should 
be solely responsible for program- 
ing." 

Steiuinan Stations, Lancaster. Pa., 
president and general manager 
Clair I{. 31 eColhingli, has been 
elected chairman of the NAB 
hoard of directors. 

McCollough. who will serve until 
the board meets in June. 1962. fills 
the vacancy made by the death of 
Harold F. Fellows, last March. 

Other NAB doings: Thomas C. 
Ilostic. chairman of the NAB Radio 
Board. \\*. I). Rogers, chairman of 
the N \B Telev ision Board, and Clair 
R. McCollough. newly-elected hoard 
of directors chairman, have been ap- 
pointed as committee to serve in an 
advisory capacity to N\B president 
LeRov Collins. 



TV STATIONS 



Ideas at work : 

• WQXR. New York City, put in- 
to brochure form the story of its role 
in the successful launching of a new 
product. Dillv Beans. The slim-jim 
stvle pamphlet entitled All About 
Dillv Beans, traces the product from 
its homemade beginnings to it* first 
advertising venture in August. 1960. 
Photos and caricature sketches also ; 
depict the radio commercials used by 
the station as well as cost and con- 
sumer reaction. 

This V data: KTYI. St. Louis, 
put into operation a large four-sided 
electronic traveling message sign 100- 
fect high above its station. Operated 
on a perforated Iv pe s\s|em. the sign 
flashes news, weather and sports to 
viewers via six feet hi<;h lellers. just 
seconds after it is received in the 
news room . . . \Y\VTY. Cadillac. 
Mich., back on the air after a two- 
week recess caused when fire de- 
stroyed its transmitter and studios 
. . . TelePronipTer has bought F.I- 
mi ia Yideo. Fhnira. X. Y.. a coin- 
miiuitv antenna tv svslcm. 

Sports sales: Lorillard I Lennen ^ 
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Newell 1 has contracted with WJX-T\. 
Baltimore, for co-sponsorship of 7\0 
televised Baltimore Oriole baseball 
•innio. 

pKOI'LK ON THE MON K: Car] 
\V. Vutiihij£rifl, from general man- 
ager. KAW. Clei eland. I<> newly cre- 
ated \Yestinghou*e Broadcasting post. 
stalT coordinator for special corporate 
project* . . . Don Seorlc. principal 
owner of KMMJ. Crand Island. Neb., 
and K\\\. Colin. Kansas, to Ham- 
ilton-Landis & \**ociates. media Iiro- 
kerage firm. San Francisco . . . Ste- 
phen i). Shannon, Jr.. from direc- 
tor of promotion. KP1I0 radio and 
t\. Phoenix. \ri/.. to assistant to the 
executive \ ice president. Meredith 
Broadcasting. Omaha . . . Emmet A. 
Hassctt, Jr.. from general sales man- 
ager. WITl-TV. Milwaukee, to similar 
post. WAGA-TV. Atlanta. Ga. . . . 
Charles A. Wilson, from manager, 
sales development. WON -TV. Chica- 
go, to director national sale*. K1)\L 
and KIHLTY. Chicago . . . John \V. 
Parhani. from the Tinie-Picavune. 
New Orleans, to sales stalT. WllSl - 
TY. that cit\ . . . Pal Boissciin. from 
news director, to editorial director, 
WKBC. Cincinnati. Ohio. 



RADIO STATIONS 



Hartford. Conn. W K 7S 1$ ha- Bro- 
ken away from the stereotyped 
mode of somber, deep-throated 
newseasting and adopted a liglit- 

ler. more personal manner of rc- 

I porting. 

I lie new '"first-person style, a 
strong departure from the usual rapid- 
fire staccato spiel, is heing used dur- 
ing three-minute short-reports, on the 

I hour and half-hour, throughout the 
hroadea-t (lav. 



Harold L. Raphael, formerly with 
jWAYZ and WIAV in sales, has 
■mined Ad-Image. Inc.. .New York, 
as president. 

Id-image furnishes, stations with 
[tailored commercial jingles for ac- 
counts thevre Irving to sell. 

The tlieorv : h\ supplying an ad- 
vertiser with an image-huilding com- 
nercial he II he ahle to get maximum 
•ales value out of radio. Five mar- 
vets are now iisins the service. 



Firm's secretary -treasurer: \dc|e 
Pureell. 

Idea* at work : 

. KDKA. Pittsburgh. Pa., ha* a 
campaign going to encourage a great- 
er n«e of the area'- ma«* transit faeili. 
tie*. The plan: the station i* offer- 
ing free rides on a "solid gold street- 
car" ami making tho-e who do. eligi- 
hie for prizes. The station is also air- 
ing comments hv prominent citizen- 
on the -uhjeet of how inone\ can he 
saied through the Use of the transit 
facilities. The Pittsburgh Railway- 
compam is hacking up the promo- 
tion hv providing regular reports on 
traffic conditions. 

• \\ HK. Cleveland. Ohio, person- 
ality Scott Burton who recently so- 
licited suggestions for a new endur- 
ance test, has accepted the challenge 
leveled at him by Sahara Motor Motel 
president Marvin Mint/.. The deal: 
Burton v\ill spend one week a- gue*t 
of the motel with, at his command, a 
21- hour per day valet, a Cadillac 
limousine, and a full time private sec- 
retary. Not to mention the entire 150 
person Sahara Mail. Burton will 
change rooms daily and he carried to 
and from the Sahara dining room in 
an Egyptian cam cart, lie will also 
he free to entertain as often and as 
lavishly a- he desires. Should Burton 
survive the Sahara luxuri le-t Ho de- 
termine hi? maximum happiness quo- 
tient checked dailv hi a medic and 
psychiatrist I he w ill he -cut. by the 
motel management, to Miami s Fon- 
tainhleu Hotel for an additional 2- 
wcek luxnrv treatment. 

• W'C.PO. Cincinnati. Ohio, ob- 
served the third anniversary of it- 
'"color radio" bv running a -cries of 
zanv eonte-ts. Mere's how the most 
popular- the fried egg-on-rye gim- 
mick worked: the station made on- 
the-air phone calls from various phone 
booth- around the city offering a ?20 
bill to persons delivering a fried egg 
sandwich on rye to the designated 
phone booth within 10 minute-. Oth- 
er contests during the 111 hour long 
promotion included a letter writing 
content: Miss WCPO competition, 
and a contest searching for the dog 
with the most personality. 

. YTLOS. \sheville. X. C. got it> 
call letters on posters in some 50 su- 
permarkets without having anything 
to do with it. Thev were placed bv 




HOTEL 

East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side, midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 lo $22 Suiles lo $60 
Special rales by Ihe month or lease 

Robert Sarason, General Manager 

ORegon 9-3900 
Teletype NY-1-4295 




enter your 
personal 
subscription 
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$8 for 1 year 
$12 for 2 years 
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girl scouts who saw the device as an 
opportunity lo easli in oil the CCA pro- 
motions. The poster asked that chop- 
pers turn into the troupe the empties 
of certain products so that it could 
accumulate CCA points, which in turn 
would mean so much rash. 



PEOPLE ON THE MOVE: Perry 
B. Basconi. from national sales man- 
ager. Wcstinghonse Broadcasting, to 
general manager. KYW , Cleveland . . . 
Paul Von llagel. W RAP, Norfolk, 
Va.. v.p. and general manager, to 
general sale* manager. WEAK-TV. 
Mohilc-Pensacola . . . Robert Mumi- 
ty. from account exeeuti\'e. to local 
tales manager. \\ 1 P. I'hihidel])hia . . . 
Kill Woods, from station manager. 
kVOC Uvalde. Te\.. to manager. 
KFPS. Eagle Pass. Tex. . . . Sidney 
Kintr. from manager. KEPS. Eagle 
Pa*?. Tex., to manager. KAT1. Cas- 
]ier. W\oming . . . Charlie Temple, 
from sales staff, lo local sales man- 
ager, KFJZ, Fort Worth. Tex. . . . 
Cer:ild Thorson, lo account execu- 
tive. KAYO. Seattle . . . William J. 
McDowell, from account executive, 
to general manager. K11J. L.A. . . . 
James R. Eastman, from program 
and news director. W15MC. MeMinn- 
ville. Teim.. to news director. WS1 V 
"Vashville. Tenn . . . Dennis Voy. 
from program director, lo slation 
manager, KM \Q. Ma*]itoketa. Town 
. . . James G. Wells, from national 
-ales director. Leland Risbec Broad- 
casting Co. fkRl^. Phoenix, anil 
KTKT. TncSon). to a— istanl general 
manager. Risbec Broadcasting . . . 
Sam Feigenbantn. to sale* staff. 
KEJE. Scnmton. Pa. 



Retired: Clyde D. Peinhertou. 

from KFJZ. Fort Worth. Texas, after 
20 \ears as local sale- manager. 

Resigned: Rill Beaton, as genera] 
manager KWKW. llollvwood. 



Kudos: Broadcast Music president 
Carl llaverlin recipient of the Lin- 
coin Award of the war from the Lin- 
coln Croup of the Distriel of Cohnn- 
l.ia . . . WGTO, Cypress Gardens. 
Fla.. station manager G. Max kiin- 
hrel. 1961 recipient of the Silver 
Medal Ward from the Lakeland \d- 
\ertising ("Inh. 



Thisa V data: WKOK. Cleve- 
land. Ohio, has expanded its 5:30 
p.m. news program to a full 15-min- 
nte report . . . Keystone Broadcast- 
ing has issued a new rate card. 



Sports note: J. A. Folger & Com- 
pany, and American Tobacco (Dual 
Filler Tare) ton Cigarettes') have re- 
newed sponsorship of the San Fran- 
cisco Ciants 1961 broadcast schedule 
over KSFO, San Francisco . . . 
\\ MM. Columbus. Ohio, to broad- 
cast exclusively the Columbus Jets 
baseball sames. 



NETWORKS 



CRS TV has gone the way of its 
competitors in its latest revamp- 
ing of the daytime schedule: 
loading up the sequence With 
quiz or game shows. 

Apparently tv film reruns haven't 
clicked for CBS. because it pulled an- 
other delegate of that persuasion: 
December Bride. 

The network's also shelved iwo 
soap operas. Far Horizon and /')/// 
Circle, replacing ihem with game 
shows. 

The new morning lineup: 

10: / Lore Af/rv 

10:30: Video Village 

1 1 : Strategy 

11:30: Surprise Package 

There'll be another game show, 
replacing Circle, at 2:30. It's called 
What's ) oar Decision? Add "cm up 
and a ou\e got four game shows, 
three of thein new . 



CBS reports that its radio alhli- 
ates. in spotlighting the net's pro- 
graming ehaiigcover hist \o\ em- 
ber, sank a total of $175.1)00 in 
newspaper ads over a three-day 
period. 

The station* also put to work other 
advertising device*: billboard and 
poster displays, iv announcements 
and ou-the-ati saturation*. 



Net t\ sales: General Insurance 
Company of Seattle. Wash.. (Cole 
& Weber) has bought sponsorship of 
NHC's major league baseball telecasts 
. . . Times, to sponsor NBC T\ °« The 
Timer All-Star Circus. 25 March. 



Net radio affiliates: WMGY, Mont- 
gomery, Ala.; WTY.M. Springfield. 
Mass.: and WNDK. Syracuse. X. Y., 
all to Mutual. 



PEOPLE O.N THE MOVE: Arn- 
old Becker, from assistant manager, 
CBS TV research department, to man- 
ager of coverage and research analy- 
sis. CBS TV research department . . . 
Robert Rafolson, from slory editor, 
CBS ; The Witness, to manager of pro- 
gram development, ABC TV. 

Resigned: Richard L. Linkrouni. 

from NBC TV as v.p.. special pro- 



REPRESENTATIVES 



Storer Broadcasting, in looking 
around for personnel to staff its 
own rep firm subsidiary — Storer 
Television Sales — has named two 
of its station men to head up the 
New York and Chicago branch 
offices. 
The duo: 

John 1). Kelly, national sales man- 
ager of \\ JW-TV. Cleveland, will su- 
pervise a nine man selling team ill 
New ^ ork Cil\ : Ceorge I . Lyons. 
WSlTbTV. Toledo. Ohio, national 
sales manager, will head up a five 
man olliee in Chicago. 



PEOPLE ON THE MOVE: Jack 
Kahatcck. from account executive, 
1 leadle\ -Heed. Chicago, to account 
executive. Torbet. Allen S. Crane. L.Aj 
. . . Paul L. Kinsley, from director 
of market research and sales de\elop- 
nient, Broadcast Time Sales, to Bern- 
ard Howard, in a similar capacity 
. . . Robert Bell, lo Bernard How- 
ard, as account executive. 



FILM 



NTA is on its way toward reset- 
ting its financial structure with 
regard to NTAT and 20th Cen- 
tury- Fo v. two principal holders 
of NTA's indebtedness. 

In the fiscal year ending September 
1960 NTA grossed S19.0 million, 
SIM million of ii in motion piclure 
and film >ale>. 
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It amortized SI 1.9 million, >Iio\\ oil 
;i net of §7.0 million, and in- 

creased ils nel worth from $2.0 mil- 
lion to S 1.2 million. 



Pales: Xiv-l A'* Miami Undercover 
now in 117 market*, latest sales being 
to Colonial Stores on \\ IAN -C. Co- 
lumbus: Joseph*., Super Markets in 
Toledo; Pigglv NYigglv Stores on 
KDl B-TV. Lubbock; Texas Stale Op. 
lical (LNVIUxRl on KTI1C-TV. Aus- 
tin: Rockydale Quarries on NVSLS- 
TN . Roanoke: Hanson's Service Sta- 
tion (Arizona Promotions) onKVOA- 
TN . Tucson: Hielificld Const ruction 
and Mart Jewelers on WINIA-TV. 
Lima: Knnpp Chevrolet and N allev 
1 nij)leiiieiit on KCBT. Ilarliugen: and 
to stations WJIiF. Augusta: KCIIL- 
TV. Hillings: WAST. Albany: and 
KLYD, Bakersfield . . . XTA's Sixty- 
One jar 61 feature film package now 
in 65 markets : latest sales are NVRZ- 
fV. Boston : k'KTV. Colorado 
Springs: WRAL-TV. Raleigh : KCRA- 
TV. Sacramento: NN FSH-TV. Orlan- 
do: KMJ-TV. Fresno: NVIMP-TV. 
Kansas Cit\ ; k'llOF-TX'. IIou*ton. 
and KTI1V. Little Rock . . . OfTicial 
Film*' .1/-- Utile Mar^e to NYC MS- 
IT. New York: NYCAC-TV. Philadel- 
phia: XVBBNI-TV. Chicasio: ami 
KN XT. Los \nseles. 



Mnlernational : .Magnum Telovi- 
I.- ion's new international subsidiary, 
If rodneciones Mare IN', sold I'eter 
\Gunn to Goodyear I MeCann-KnYk- 
Ison) in seven Mexican market*: the 

\Iexico City branch of Magiuilll is 
■ headed by John .Manson: brandies 
[in Argentina and Brazil will be 
lopened in coming month* . . . Al- 
Hrodo Fernandez. Jr.. named Screen 
[Gems' sales manager in Mexico . . . 
I Television Industries. Inc.. sold 
j'100 RKO feature films to the XHK 
kictwork in Japan . . . MTA of Cnn- 
tnla reports a new <|narlerl\ high: 
■vcent sales of feature films and /or 
l>rogram* were to CJ W TV. NN inni- 
Leg: Cr»\T-TV. Winnipeg: CFCNI- 
IfV. Calgary: CFTO-TV. Toronto: 
RKRl-TN'. Prince Albert: CFCF-TV. 
'.Montreal: CJCI1. Halifax: CKOS-TV, 

V orkton. and CKCO-TX . Kitchener. 



ape: WKAA-TV's mobile unit 
Dallas* doing major projects for 



Shell (k\xFl. for \I!C TN . and AHC 
TN. 

Programs ami production : Jay- 
ark Films to produce more liozo the 
Clou n episode* and to obtain new 
post-l n Ii°> feature film* for distribu- 
tion . . . Lunar Productions film- 
ing Joey Trouble in association with 
CRS TV . . . Atliliatod TV, Inc.. ac- 
(jlt'tred world tv right* to make a spe- 
cial on Cannes Film Festival. 



Comniereials: Joel Weissnian ap- 
pointed stafT director at XT \ Tele- 
studios . . . Louis Schwartz join* 
IIF11 as executive producer . . . John 
J. llefTeriian to Gray-0'Reill\ as 
sales v.p. . . . Truttsfilm-CaravoPs 
executive oflices nunc to ■145 Park 
Avenue, New York . . . Los Angeles 
Art Directors Club to use tv to pro- 
mote their own exhibit as the slate 
museum of science and industry . . . 
Animation hie, won the only Holly- 
wood studio award at Hollywood Ad- 
vertising Club awards; commercial 
was for Franco-American spaghetti 
I Burnett I . . . Spitzer. Mills & 
Uatos of Toronto won IRA trophy 
for Mn*<pierade animation. 

Research: XTA's Third Man scored 
23.5 Arbitron and dO^o share on 
NYNBC-TV. Xew Wk. 



PEOPLE ON THE MONE: liar- 
ohl DansHin. 'Tony Wysocki. and 
(Christopher Remington to ITC a* 
syndication account executives . . . 
Berne Tahakin appointed XTA 
sales v.p. . . . Arthur M. Frankcl 
elected assistant secretary of Screen 
Gems. 



PUBLIC SERVICE 



St. Petersburg. Fla.. radio station 
WELA created a hit of safe driv- 
ing awareness among its listeners 
with the offer of a timely prize. 

The lure: 1961 license plates. 

The free plates went to six writers 
of the be*l safet\ slogans. 



Public service in action: WCCO. 
Minneapolis-Sl. Paul, to show a docu- 
mentary concerning the traffic prob- 
lem and proposed legislation. 23 Feb- 



ruary . . . WUAIS A.M ami I'M. 

Rain Ion, L. 1., raided over *5()0 \ia 
air appeal* for the Fi»h and Came 
Association* of \a*.*an and SiHolk 
Goimtie.. . . . W'RCX -TV. Philadeh 
pllia. telecast The School That Isn't 
There. 12 February, in an effort to 
acquaint viewer* with tin* education- 
al crisi* existing in the Ft. I'lea-anl, 
X. J., area. 

More public scrv iee action : WW L. 
Xew Orleans, lias started a vweklv. 
(iv e-niiunle series, \\ hat's Xew. fea- 
turing editorial comment on national 
doing* . . . WHCV. Philadelphia, 
celebrated its 25lh year of broadcast- 
ing Let's I isit I he Zoo, with a Mir- 
prise party for it* moderator. Roger 
Couaiil. Couatlt. the *tatinn. and the 
Zoological Sorietv of Philadelphia re- 
ceived a number of award citation* 
from the Hoard of Education, the 
City'* Representative's Oilier, the 
Commonwealth of Pennsylvania De- 
partment of Fore*t and N\ alers. and 
the Wadeuiv of Natural Sciences, at 
this event . ". . NVJK'T. Flint. Midi., 
readying for 19 March, a series of 
four special half-hour telecasts deal- 
ing with income tax. 



TRADE DATES 



The Radio and 'Television Execu- 
tive' Society's highest award v\ill 
he presented to President Ken- 
nedy and former v.p. Richard M. 
iNixon during ceremonies. 9 
.March, in the (fraud Ballroom of 
New York City**. Waldorf-Astoria 
Hotel. 

The RTFS 1961 Cold Medal Award 
will go to the two 'Tor outstanding 
achievement in broadcasting. 

Other 'Trade Dales: 

3 March. Advcrti*ing Women of 
Xew York Foundation annual ball. 
Grand Ballroom. Waldorf- Astoria. 
New N ork City . 

7-!! Npril. Xew Mexico Broadcast- 
er* \ssoeiation annual meeting. \n- 
gier* NIotor Hotel. Farmington. Xew 
Mexico. 

9-12 \pril. NVcstinghouse Broad- 
ca*ting Coinpanv conference on pub- 
lie service programing. Pittsburgh. 
Pa. 

I~5 Mav. CRS Television Network 
and CBS TV affiliates annual confer- 
ence of executive*. NN aldorf- \*loria. 
Xew N ork Citv . ^ 
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"MONTANA'S 

Favorite 



Sale 



smart 




SELL 

60,300 TV HOMES at less than 
$1.00 per 1,000 TV HOMES! 

Seven Cities Cr 13 Counties enjoy 
KMSO-TV's Fine Lineup of CBS, 
ABC & NBC Programming. 

• MISSOULA 
• BUTTE • HELENA 

• ANACONDA • DEER LODGE 

• HAMILTON • KAL1SPELL 

Natlonof Representatives 

HEADLEY-REED COMPANY 



you can t cover 
ATLANTA 

without 

WADK 

America's 
Most Powerful 
24 HOUR 

Negro Station 

SALES RESULTS THRU 
POWERFUL PERSONALITY 
PROGRAMMING 

featuring a concentration of dy- 
namic hometown personalities with 
81 years of combined proven air- 
sellinq eiDeriencfl' 

WA0K 

ATLANTA 

For Details And Avails Contact 
Daren F. McGavren Co. or Stan 
Raymond— WAOK — Atlanta, Ga. 
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Thomas B. Cookerly (left) and J. W. 
Timberlake, Jr., I below right) have heen 
named to top posts in the sales division of 
Jefferson Standard's Charlotte. N. C. tv 
-tation. \\ BT\ . Cookerly, who has served 
the station as national sales manager since 
1957, has heen appointed general sales 
manager, and Timberlake, ■who joined 
\\ BTY's sales force in 1953, was made re- 
gional sales nianagei for the Southeast. Cookerly, a native of Bir- 
mingham, Mich., was graduated from Duke I "niversity, joined the 
VTBTY staff in 1952 in the promotion-publicity department. He be- 
came a t\ salesman one year later, and 
Carolina* 5 sales manager in 1955. Before 
his affiliation with the station, he was a 
r root or and Gamble salesman. A member, 
and former \ .p. of the Charlotte Advertis- 
ing Club, CookerU also served one year as 
president of the board of the Grocer .Manu- 
facturers Representatives' Assn. Timberlake. 
a native of Gastonia, was graduated from 
the limersity of North Carolina's School 

of Journalism. Before joining Jefferson Standard he was with a 
\. V Vtlvt. firm, and the American Yarn and Prorv**ing Co. 

Richard Barron, a \\ SJS. W inston-Salem 
X. C. station staffer since 19-14. has been 
appointed administrative assistant to the 
president of stations \YSJS. WSJS-TY, 
Harold Ks-e\. Barron lias been acting in 
the capacity of assistant to the general 
manager and promotion manager for both 
\\>JS radio and tv. since 1957. A \eteran 
broadcaster, Barron was, during his stint 
in the armed forces, editor of the base newspaper and later sened 
as writer-producer for se\eral top sen ice originated shows. 

William A. Cictz, local sales manager 
for \\ TAB Badio-TY Corporation. Nor- 
folk, Ya.. since 1956, has been named gen- 
eral sales manager of WTAH-TY. Cietz, 
who came to W'TAl! in 1950. from the 
National Broadcasting Company, was grad- 
uated from Union College. Schenectadv . 
N. Y. lie is a member of the Norfolk- 
Portsmouth Sales K\ecutne Club and was 
one of the club's 1951 winners foi outstanding sales work in this 
area. From Glen Bidge. N. J.. Cietz is married and the father of two. 
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vhat has an eye patch to do with you ? 



Two things. 

One — it points out how brilliant a job advertising can really do 
Two — it proves that the advertiser who does it generally 
winds up with the business. 

The moral is obvious. Which brings up two things more. 

One — there are some 7500 men and women involved in the 
purchase of national spot. Of this number — the top 2000 
control over 95% of the total business. We call them 
the "influential 2000". The most economical way to pre-sell 
this "influential 2000" is via a schedule in SPONSOR 
because SPONSOR has the greatest penetration 
of influence with this "influential 2000" of any book 
in the broadcast field. 

Two — give your ads a "patch" of individuality. Without it — 
the page you buy is empty. With it — you can spark a 
purchase, increase a schedule, motivate a new appraisal, 
change a buying pattern and build your station's 
volume every year. 
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flunk talk to buyers of 
air media facilities 



0* The seller's viewpoint 



Xelworh radio litis probably gone through more changes than any other ad 
medium — and it's .still changing. Hence, a review of the medium's strong 
points is often in order. Here's one from George /trhedis. rice president, 
net nor J: sales. CBS Radio, who speaks with the salesman's zest and faith. 
Tv doesnt scare Arhedis. lie accepts the video medium as the Marilyn 

Monroe of the mass media hut radio, lie says, is the housewife of adver- 
tising, ". . . useful, dependable and always around when she is needed." 




Quality, not quantity, sells network radio 



M ore and more, the seller's viewpoint becomes our wav 
of life. "Vol since the days of Bruce Barton's early publica- 
tion lias selling achieved such stature on the American 
scene. Kvidentlv. no job is too great . . . no demand loo 
unreasonable . . . for those w ho sell. 

1 would like to describe for this column in 500 words a 
li\ ing. breathing, selling medium ibal offers incomparable 
advantages over newspapers, magazines, billboards, transit 
cards, neon signs, sandwich boards — and c\ en tv. As a 
salesman. I cannot resist. 

Presuming all ni\ readers arc regular followers of the 
trade press, I shall omit the. Usual detailed account of ra- 
dio's overwhelming set sales and distribution, as well as 
the surging market in portables and transistors. .Neither 
shall 1 chronicle in blazing statistics the huge listenership 
in automobiles and other place*. 

N limbers have lost their meaning, ainhou. to our so- 
ciety. With reported traffic deaths and grow* national 
product, the figures representing radios growth have 
somehow grown as incommunicable as a toothache. Be- 
sides, the numbers game has fallen heir to a more severe 
illncs*: dislortive interpretation. 

Network radio is a quality of broadcasting, not mere 
quantity. It represents, among other things, top-notch re- 
porting and analyst'* of national and international news. 
It's the sole medium that delivers commercials within the 
framework of intelligent and meaningful programs to an 
audience experiencing the normal routines of daib li\ ing. 
\n habitual]} attentive audience is captured even' broad- 
cast dav b\ network radio and one that belic\cs your 
commercial because of a learned reflex ... a bin ing reac- 
tion to the sincerity of. sa\. an Arthur Godfrey and the 
authority of a news commentator. 

That's what we sell. 

Our product is 33 \ears of accrued belie\ abilit\ . sold 
in intelligent programs of sensible length. 



We in network radio have learned that news programs 
require more lime than before to tell the story of these 
critical years. That's why, for example, we at CBS ex- 
panded our on-the-honr news broadcasts to 10 minutes. 
On the half-hour, we program five-minnle information 
features that both entertain and convey intelligence about 
the. world in which we live. 

IV is a high fashion model, while radio reminds one of 
the little woman at home. Television, after all. is the 
Marilyn Monroe of the mass media . . . hip-swinging, at- 
tractive and sexy. Badio. in contrast, shares the image of 
a housew ife . . . 'useful, dependable and alw ays around 
when she is needed. 

Music, almost a preoccupation with local stations, is 
sold by network radio, loo. But it's often the other kind 
of music the New York Philharmonic and Cleveland 
Orchestra variety. On radio alone, a sponsor can still buy 
prestige at bargain prices. 

If any readers of this column are skeptical of the power 
of this medium, then I would refer them to a ston about 
the stock market by Burton Crane in the 7 February issue 
of The iXeie York Times. The article describes a fluctua- 
tion in the market which occurred when ''the President's 
address (on gold) became available to radio listeners.' 
The piece points out that radio brought the talk's content 
to stockholders even as the President spoke, and their im- 
mediate reaction caused a market drop. 

Kvidentlv. people are listening . . . and being influenced. 

And the shareholders, rapt at their radio sets, prohahl 
were hardK aware that the medium of influence was am 
broadcasting — so integral a part of onr life has it become. 

Or. as it was once phrased In a character in a play In 
William Saro\ an : 

"W hat lhc\ do. boys, is creep up on \ on. 
And 1 don't mean Indians. 

1 mean Americans, over the radio." ^ 
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or-Pravda could teach him . . • Let's face it. If we don't teach them, someone else 
will; and the facts may come out distorted. > The Advertising Federation of America works to see that the youth of America 
get expert and up-to-date instruction on the American economy. They recognize that some day soon this economy will be run 
by today's youngsters. > AFA's Bureau of Education and Research, as well as the American Academy of Advertising and 
AFA and Advertising Association of the West's network of ISO advertising clubs throughout the nation all participate in 
this work. > They develop instruction techniques, upgrade marketing curricula, offer vocational guidance to thousands of 
high school and college students and instructors. And— have you heard about their career-guidance program? You should. 
Lend your leadership to this work of educating the businessmen of 1964. Invest in a membership in A FA- A AW. Write— now! 



PREPAREO BY; 




THE ADVERTISING FEDERATION OF AMERICA 



6SS MADISON AVENUE 



NEW YORK 21, NEW YORK 



FOR THE AFA AND 

THE ADVERTISING ASSOCIATION OF THE WEST 

FERRY BUILDING SAN FRANCISCO 11. CALIFORNIA 




The Adrei thing Federation of America and the Advertising Association of the West and their 00.000 member* marshal the farce* of the adi ertr^ntg 
industry to protect its freedoms, to promote education in, for and about the profession, and to conduct public semce uctititics through its media. 
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A new era of profound changes 

1961 will he remembered, we believe, as tbe beginning of 
a completely new era in tbe development of tbe radio and tv 
advertising business. 

We are facing today changes in tbe character and practices 
of the industry wbicb are already profound, and may liirn 
out to be violently revolutionary in nature. 

Governor Leroy Collins comes in as president of NAB and 
Newton \. Miaow assumes office as FCC chairman at a time 
when every one of tbe old inter-industry relationships i- 
being shaken and challenged. 

The evolving nature of network-station relations, the ris- 
ing power of group owners, the shifting character of prime 
lime program schedules, the changing status of agencies and 
advertisers in their relationships to networks and stations, the 

puzzling position of radio and tv program packager all 

tliese and many other factors are contributing toward a new 
kind of industry, as different from yesterday s as lBMs are 
from firecrackers. 

At swell a time we believe that it is particularly important 
for everyone with a stake in air media, to keep a close and 
careful ear to the ground. 

Only by understanding what is taking place can you hope 
to chart an intelligent and profitable course. 

During coining months si'ONsoit will devote intensive edi- 
torial coverage to reporting and explaining the new and sig- 
nificant trend* in the industry. We believe that never, in our 
15 year history, has the careful readership of sponsor been 
so important for agencies, adversers, and broadcasters. 

The rating systems again 

W e certainly have never been enchanted with the idea that 
ratings should dictate so many radio and tv decisions by 
advertisers and agencies. 

lint we do want to voice a note of caution about the new 
proposals 1>\ Senator Magntison and. apparently Messrs. Col- 
lins and Minow for an '"investigation" of rating systems. 

Too often lawmakers and others have suggested such 
probes out ol a conviction that the systems were I) incompe- 
tent or 2) dishonest. Neither of these is true. 

flu; rating problem can t be solved by name-calling. 



lO-SECOND SPOTS 

Employee relations: The media di- 
recior called oik? of his timebuyers 
into I lie oflice. slummed the door and 
-houted. "Have you been messing 
around with my secretary?" "No. 
boss, honest." was ihe reply. "You 
mean vou've never dated her. never 
even kissed her?" was the next ques- 
tion. "Boss." be answered. "I've 
never touched her.'' Said the media 
director: "Good . . . then \oa fire 
her!" 

Private eye: The detective shows 
are sweeping West German televi- 
sion, we hear. Latest hit is set in 
southern Bavaria and named for the 
hero: Danke Sliayne. 

Discovery: Critic John Crosby, 
speaking out against automobiles on 
his WNFAV-TV. X. Y., weekly show, 
charged that ' gradually, all of our 
activities are being performed inside 
cars. We have drive-in banks. We 
see movies in cars. We eat in cars. 
Yes, yes? Co on, Mr. Crosby. 

Direct question: Tbe country's re- 
cent snowstorms reminded Earl \\ w 
son about the time 11. Allen Smith, 
then a reporter, phoned in to say 
he'd miss work: he'd hurt his leg 
slipping on the ice. To ibis explana- 
tion, the city editor demanded. "But 
bow were you able to get your leg 
inside a scotch 'and -sod a glass? 

Forerunner? BBDO's X. Y. house 
magazine noted that the first cartoon 
George Olden I of its tv art dept.lj 
ever submitted to The Xctc ) orher 
was included in the 25th Anniversary 
album. It showed a radio announcer 
reading: "Insist on Pasfo! Remem- 
ber that when you drop the first let- 
ter and interchange the next two si- 
multaneously substituting an 'e" for 
the final "<).' it spells Safe. Yes. 
l'asfo is the sab; wa\ to counteract 
the aimoving discomfort that so of- 
ten accompanies the common head 
cold. Now. George, we have tv — 
and heads with hammers in /hem 
and nostril-measuring machines. 

Split personality: NBC's Dick Stark 
noticed that a trade daily had Jack 
Barn leaving for Richmond, Ya.. on 
the same day that a show biz weekly 
had Jack Barry leaving for Japan. 
Thai could he painful. 
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NSI SURVEY— GRAND RAPIDS- KALAMAZOO AREA 

October 17-November 13, 1960 



BUT... You'll See BIG Things Happen 

In Kalamazoo -Grand Rapids When 
WKZO-TV Carries Your Message! 



Quarter Hours 


in Which Stations Deliver Most Homes 




No. of Quarter Hours 


Per Cent of Totol 


WKZO-TV 


STATION B 


WKZO-TV 


STATION B 


Mon. thru Fri. 










7:30 o.m.-Noon 


55 


25 


68.7% 


31.3% 


Noon-6 p.m. 


70 


50 


58 % 


42 % 


Sun. thru Sat. 










6 p.m.-9 p.m. 


72 


12 


85.6% 


14.4% 


9 p.m.-Sign off 


110 


3 


97.3% 


2.7% 



%Rare Icalhcrback turtles have weighed up 
to 1,902 lbs. and grown to 9 feet in length. 




WKZO-TV is, and lias always been, the biggest thing 
in television in Kalamazoo-Grand Rapids and Greater 
Western Michigan. 

NSI (see left) proves that no other station reaches 
as many homes in this area as frequently as WKZO-TV! 
But the size and growth record of the market makes 
WKZO-TV's position even more important. For example, 
between now and 1%5 Kalamazoo alone is predicted 
to grow faster, in terms of personal income and retail 
sales, than any other V. S. city (source: Sales 
Management Survey — July 10, I960). 

Put the solid push behind your product that only 
WKZO-TV can give in Kalamazoo-Grand Rapids. And 
if you icaut all the rest of ontstate Michigan worth having, 
add ll'HTF, Cadillac, to your WKZO-TV schedule'. 



WKZO-TV — GRAND RAPBS-KAtAMAZOO 
WHO RADIO — KA1AMAZOO-MTTU CREEK 
WJEF RAMO — GRAND RAPIDS 
WJEMM — GRAND RAPBS-KAtAMAZOO 
WWTV— CADIUAC-TRAVERSE CITY 
KOLN-TV — LINCOLN. NEBRASKA 



mzo-Tv 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Weslern Michigan 
Aver/ Knadel, Inc., Exclusive National Representatives 




TTC — A symbol of service... 
service that earns loyalty and 
acceptance from an audience 
...service that offers a high 
degree of cooperation and 
guarantees integrity to its 
advertisers. In program plan- 
ning, in daily operation, in 
creative public service. Trans- 
continent stations give depth 
to this symbol of service 
as they constantly strive 
to fulfill the finest objec- 
tives of broadcasting today. 



WROC-TV, WROC-FM, Rochester, N. Y. • KERO-TV, Bakersfield, Calif. B « D „«« MM 

WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. • KFMB-TV, KFMB-AM, (QfQjlQ 

KFM B-FM, San Diego, Calif. • WNEP-TV, Scranton-Wilkes-Barre, Penn. '-°"«~' »■"•■"-"-""- 
WDAF-TV, WDAF-AM, Kansas City, Mo. 

TRANSCONTINENT TELEVISION CORP. . 380 MADISON AVE., N.Y. 17 



